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Many a business man complains of 


Stagnation in Business 


Without stopping to consider that, as its name 


implies, stagnation is the stopping (standing 


still) of business energy and enterprise. 


The healthy condition of water is motion. 
The healthy condition of business is activity. 


If a Business man falls into the habit 
of “letting up ’’ at this time of the year, 
he makes his own business stagnation. 


/mprovement in Business 


Comes from individual resumption of business activ- 
ity. Itis wise to start soon ; it is wiser never to stop; 
for “Keeping everlastingly at it brings success,’’ 


Stir Yourself 
Stir Your Help 
Stir Your Customers. 


To stir things generally, and keep them 
stirred, is business, For this purpose 
there is nothing better than 


Newspaper Advertising 


When about to do little or much of it consult 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 
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The Best. 


Many advertisers say that the 


Atlantic Coast Lists 
are the Best Co-operative Lists. 
Such statements are not made 
at random, but are facts, based 
mye upon the returns received from 
Sn renee advertising actually done. 
Miia; aracter and circulation are what 
make a list valuable, and these 
qualities are just what the Atlantic 
Coast Lists possess. 
Fifty-six per Cent. 
of these papers are the ONLY pa- 
pers published in their respective 
COAST LISTS towns. 
enn cena Transient advertising inserted in 
Mipiagian! the 1400 papers of these lists at 
half a cent a line a paper. Yearly 





advertising even cheaper. 


NEW YORK NEWSPAPER UNION, 


134 Leonard Street, New York. 


The fact that we again renewed our contract with you, advertising 3 
our medicines, alsc Dr. Schenck’s Book on Diseases of the Lungs, 
Liver and Stomach, is the best evidence of the value we place on 
your lists. J, H. SCHENCK & SON. 

Phila., Dec. 9, 1890. 
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ADVERTISING 
“iP aaT.” 


THE 


I believe that just as it takes a business 
man to do business successfully, it takes 
a business man to advertise successfully. 

Being able to write fair English and 
grind out jerky sentences isn’t the win- 
ning advertiser’s all. I haven’t a word 
to say against style. It is very impor- 


tant, but not the most important thing. 
[here must be common sense, trading 
sagacity, a thorough knowledge of the 
business and honesty to work with it, 
or ‘‘ style” will be simply ‘‘ stuff.” 
Che talk of some advertising spe- 
ilists strikes me as drivel. 


Give them 
the reins and they'll drive you to for- 
tune, cock sure! Did you ever see one 
of these ink-stained Phaethons land a 
fortune for any body? I’ve seen num- 
bers of them try, and, if they really had 

swing, the red flag was next in 

rder, 

Many a specialty has been pushed to 
grand success by an advertiser ; but, as 
a rule, the writer and the work grew 
together. I admire the genius of the 
man who can turn the same old crank, 
week after week and year after year, and 
yet always keep a fresh and catchy tune 
going. But it doesn’t follow that be- 
cause the brightness of the advertiser 
and the merit of the thing forced for- 
tune in one case, the same advertiser 
ould take something radically different 
ind win with it. The chances are that 
he wouldn’t. Starting in at the top is a 
very dangerous thing to do—but there’s 
about where the banner-carrying adver- 
tiser would insist upon taking hold. 

When areally able business man goes 
to the wall you almost invariably find 

t outside ventures are at the bottom 
of the trouble. He has either been 
labbling, or dipping, or diving. Count 
over the circle of traders you know. 
How many who have divided interests 
make an unequivocal success of any? 
r'hen what rot to hold that simply be- 
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cause a man is alert and wordy—because 
he starts Cheek and Style with capitals— 
he can step in and run your business 
and your neighbor's, and keep all sorts 
of wheels turning at their best for as 
many others as will pay toll ! 

The advertising man has his place— 
an honorable place. I would be the 
last one to lay a single straw in the way 
of even the weakest of the brethren. 
But when I see keen-witted but bulg- 
ingly self-conscious writers deliberately 
saying in print, over their own names, 
that men who have built a business do 
not know as well how to run it as some 
sheep-skinny fledgeling or reminiscent 
moultling, | can only think, ‘‘ Bosh!” 
and feel sorry. 

A writer of advertisements who has 
mechanical and artistic taste ; who can 
get up lively, snappy matter; who is 
able to swing his words so that they hit 
a bright thought into the reader’s mind 
and carry some of the elixir of business 
with it; who can so rub against the 
people who KNOw as to absorb their 
special knowledge, and who then has 
the spirit and sense to dig deeper still 
on the clues they give him; who is 
always wide-awake, always anxious and 
able to learn—that is the kind to tie to. 
One built that way would be a jewel. 
The added virtue of absolute truthful- 
ness would make him ideal. 

I notice that some of your contrib- 
utors hold up the Wanamaker store as 
the creamiest place in all the world to 
do advertising for. In some senses they 
are right. Surely the pen of man never 
found a greater, grander business to 
work for. There are inspirations in the 
size, in the plan, in the growth of it. It 
is a little world of buyers and sellers. 
The ends of the earth come together 
there under one roof. No lack of 
texts; topics crowd on you; subjects are 
thick at every counter. But there are 
limitations. Simply reeling off a story 
for this, that, or the other thing until 
a one or two-column galley is full isn’t 
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Every word written goes into may- 
be a hundred dailies. Each stroke of 
the pen means dollars to pay. The 
worry all the time is not ‘‘ What shall 
we say?” but ‘‘ What shall we leave 
out ?” 

Fifty-four great departments, each a 
first-class store in itself. Most of them 
begging for something ‘in the papers. 
There must be choosing. The draggy 
places must be touched up. The new 
things must be hinted at—perhaps one 
in a hundred. The sharpest bargain 
things must be pointed out—maybe one 
infifty. But whichones? There's the 
pinch. I don’t wonder that Mr. Ward, 
looking from his Sapolio mountain-top, 
thinks this a Promised Land. But, 
between us, I catch glimpses of milk and 
honey about that same rock whereon 
Mr. Ward thinks he is uneasy. And I 
can see plenty of sweetness and light 
in the work of others of the specialty 
Mound-builders. 

The conscientious advertiser, where- 
ever his lines may be cast, will find 
enough to do; and if he must build 
his bricks without straw, he won’t get 
much sympathy on that score from one 
who has too much straw—and often 
too much mud. 

This brings me back to the start-off 
thought—that a good advertiser must 
be a good business man—either by in- 
tuition, by absorption, or by training. 
The intuition I don’t believe in—now. 
When I took charge of the Wanamaker 
advertising, something over four years 
ago, | was an ardent believer in intui- 
tion. We have the word of the adver- 
tising experts that a business training 
unfits a man to present his affairs to 
the reading world. If they are right it 
is only left for me to fall back on 
absorption, 

As a wind up, just this thought for 
young writers, If you have a happy 
faculty for saying things; if you can 
make a sentence pithy, and point it 
with a business idea, be thankful. It 
means bread and butter, and more to 
you. There are empioyers all around 
who will be glad of your pen help to 
save them worry and lift their trade. 
If such an employer is wise he'll pay 
you well to do his saying to the public 
forhim. If you are wise you'll study 
his interests as well as his business, and 
never forget that safe knowledge comes 
from somebody's experience. 

Shining doors are all the time open- 
ing for the fellows who can and will do 
these things. M, M, GILLAM, 


all. 
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STRAY 
There are two ways by which a trade 
may be enlarged. Competition in pric« 
is the plan adopted by the majority ; 
but, unfortunately, Carlyle was right 
when he measured the population as 
‘*twenty millions—mostly fools.” The 
other plan is to advertise. Now, most 
men are trained to regard expenditure 
as extravagance. They see the money 
depart when they spend it in advertis 
ing. They do not see what they los: 
by continual selling at cut prices ; there: 
fore they do not grieve over it! A fe 
wise men—very few in comparison t 
the other class—advertise. If they d 
it sensibly, if they are on the right 
track, they will always have within t! 
business all the money they have it 
vested in advertising. The five letters 
which spell ‘* Royal” before the word 
‘* Baking Powder” are worth one mil! 
ion dollars each. The _ proprietors 
might have invested in bricks and mor 
tar, which they could poke with a can 
and say: ‘‘ That is a solid investment 
But a good trade-mark or trade-nan 
is as solid an investment as the tim: 
afford. 
* + & 


SHOTS. 


x x 


What I said in an allegory, und 
the caption ‘‘ A Publisher’s Lament 


may be too broadly construed. The: 
should be limits to the liberty accord 
to advertisers. They should be limit 
to good style, good taste, good mar 
ners. Too much limitation is put « 
change of copy, breaking column rules 
display type and use of cuts, while t! 
widest license is allowed to misleadin; 
statements, humbugs and abuse of com- 
petitors. Clean, truthful advertisin; 
columns are just as creditable as clear 
truthful news columns. 
* * * 
Publishers should consider the eff: 
which an advertisement in their pul 
cations will have on the class whi 
merely looks, but does not read. T 
are the majority. An attractive pay 
may lead them to read further. | 
balanced make up, common-looking « 
play lines and blocks of assorted s 
produce immediate disgust. 
* a * * * 
Important is the truth that advert 
ing compounds as it increases in ' 
ume. Many acase has come under ' 
notice when $20,000 was spent to 
what required $50,000 for its ac« 
plishment. As a result, the $20, 
was practically sunk without res 
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[any an advertiser who spends $100,- 
0, and gets very good results, would 
tt double but quadruple them if he 
uubled the outlay in advertising. It 
the top half that tells. A six-foot 
in attracts but little attention. Add 


1e foot more and note the difference ! 
* 


What advertising may bring forth, or 
n advertisement accomplish, are both 
isureless quantities. But score one 
PRINTERS’ INK. In ‘‘ Stray Shots” 
criticism on the rates of the Séaats- 
(ung appeared. To-day, Mr. Her- 
in Ritter, who has lately acquired an 
terest in that paper, is revising the 
te card, with a view to making it rea- 
nable for large general advertisers. 
Pearline and Castoria will enjoy that, 


s well as many others until now 


strangers to its widely circulated pages. 
*x * x S * 


\ better price can be obtained for an 
ticle boldly advertised than for one 
nparatively unknown. The extra 
fit invested in making it widely 
ywn becomes an insurance on 
Later on, as the outlay swells, it 
ymes a bulwark of defense against 
npetition. ARTEMAS WARD. 


its 


~?> —— 
OMETHING OUT OF THE 
COMMONPLACE.” 
I have seen from Mr. Rowell, in 
‘TERS’ INK, in connection with the 
e advertisement competition or kin- 
1 topic, the opinion that goodness 
idvertisement writing is ‘* something 
of the commonplace ”—I think that 
something out 


his expression—** 
the commonplace.” 
Chen, before the competition and 
tly in regard to it, Mr. Rowell said, 
PRINTERS’ INK, that he should award 
prize, not for any minor merit, but 
y for business-getting capacity. 
, if I have quoted him with sub- 
tial accuracy in both cases, it i 
rthat Mr. Rowell considers ** some- 
g out of the commonplace” and 
\siness-getting capacity ’’ very near- 
ated and friendly. 
rom general observation of PRINT- 
INK (for I have no nearer acquaint- 
I credit him with the 

ion, 

think Mr. Rowell is wrong, and I 
k his error a very common one. | 
k the usual blunder of advertisers 
are a little ambitious is to try to 

the commonplace—and a little 
1¢ writing” will kill anything. 


‘ow 


same 
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Che commonplace is the proper level 
for writing on business, which is onlya 
wide phrase for writing advertisements. 
In literature, where thoughts are sup- 
posed to be higher, an effort after un- 
expected expressions is thought to be 
‘young” and is overlooked, or indi- 
cates want of capacity. But in busi- 
ness, where the very first virtue is plain- 
** fine is not only in- 
effectual, it is offensive. 

It is true that advertisements have 
to be aimed at people who are not 
in literature, who have 
not perhaps the habit of reading good 


writing 


ness, yg 


connoisseurs 


literature, who are more or less spoiled 
by newspaper English and newspaper 
thinking ; but, even forcommon people 
who cannot be said to have any taste, 
or whose tastes are more or less per- 
verted, the 
what they will understand and respect, 
and that is the commonplace. 

that a certain liveliness is 
The attention of common 
lost, and liveliness 
wakens it and keeps it awake. Beyond 
that almost all the flowers of speech 
appear to me to be out of place in a 
communication. The best 
writing on that which is 
least thought of itself, but which holds 
up the subject for thought with the 
least exertion of mind on the part of 
the reader, 


most effective address is 


I agree 
desirable. 


readers is easily 


business 


business is 


Che error I am pointing out is so 
characteristic of this new sort of writ- 
ing, writing advertisements, writing on 
business, that I am liable to be almost 
alone in my opinion in these columns ; 
but business men will agree with me, 
and readers and writers of literature 
will agree with me. 

A kindred distinction exists in typog- 
raphy. 

I shall not venture to dispute so emi- 
nent an authority in matters of print- 
ing as Mr. De Vinne upon typography 
from the printer’s point of view. But 
the readers of PRINTERS’ INK do not 
care a button for the printer’s point of 
view. What they are concerned in is the 
type and arrangement of type that will 
bring the subject out clearest and easiest 
to the reader. 

If I could do all the work there is to 
be done, I should be very glad indeed 
if everybody else would leave the plain, 
monotonous types and typography to 
me, and follow Messrs. Rowell and 
De Vinne in regard to variety and the 
avoidance of the commonplace. As it 
is, 1 am very glad indeed that those 
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who practice ‘‘ fine writing ” are rarely 
content with plain typography. I enjoy 
consistent distinctions. 

When the promised pamphlet comes 
out, containing the two prize adver- 
tisements and two hundred unsuccess- 
ful ones, I shall not be surprised if 
mine is the only one that is common- 
place in both matter and type. 

. E. POWERS. 


> + ——— 


MISTAKES IN ADVERTISING. 


Many otherwise sensible men make 
mistakes in advertising. If they wished 
to buy a horse they would consult a 
judge of horses. If they wished to 
buy real estate they would consult a 
real-estate expert. If they wished to 
have a watch repaired they would not 
take it toa blacksmith, and yet these 
people, or at least some of them, when 
they want to do any newspaper adver- 
tising think they know all about it, and 
will not listen to the opinion of those 
who have made this department a life 
study. We have advertising agents 
who have been through all the positions 
in a newspaper office, both daily and 
weekly, who have rolled the ink, man- 
aged, edited, read the proof, and other- 
wise conducted newspapers for years 
and years, and afterwards run a news- 
paper advertising agency for years, and 
yet these ‘‘smart Alecks” think these 
men know nothing about newspaper 
advertising, and they know it all. 

1 know a druggist in a certain large 
city who has been forty years running 
a wholesale drug store, to which is con- 
nected a line of patent medicines. For 
all these years he had been advertising 
these patent medicines in his way, and 
he really thought he knew all about it. 
But the day came when he found that 
he did not know all about it, and he 
employed an expert to advertise these 
specialties and bring them before the 
public in a modern way. The expert 
went to work, originated four striking 
electrotypes, to change weekly, next to 
reading matter, with a fifteen-line read- 
ing notice to also change weekly. By 
a perfect system of checking he ob- 
tained, in addition to all this advertis- 
ing, a large amount of extra editorial 
advertising on account of inaccuracies. 
This was kept up a year, and when any 
certain locality was to be worked up, a 
system of printing specials, instead of 
the electros, was adopted containing 
certificates of cures in such neighbor- 

s. This system was thoroughly 
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worked a year, and the result wa 
$45,000 profit the first year on ar 
expenditure of only $12,000 in news 
paper advertising. When this sum 
ming up was made somebody learned 
something. He was slow in learning ; 
but it was well that he did learn. Some 
people never learn. 

I know another large firm that doe 
quite a large amount of newspaper ad- 
vertising. An expert went to them 
and agreed to do their work thoroughly 
and systematically for the very figures 
they had been paying, only wanting fo 
his services the difference between what 
they had been paying for a giver 
amount of advertising and what h: 
could obtain it for. The general mat 
ager refused, with the remark that h« 
‘* was afraid he would make too mu 
money;” and yet these self-consequen- 
tial sharps(?) go on from year to yea 
wasting enough money to support doz- 
ens of families. They won't listen to 
any one. They go on in their blind 
way, and the first thing we know we 
find in the public prints that So-and-so 
has failed. 

One of the worst instances I ever 
he knew all about it. He hired a coun 
try girl to look after the checking of 
newspapers, and forthwith he set to 
work, with the aid of a stenographer, 
and made “‘ wild” contracts all over th 
country. The contracts were made for 
different-size advertisements—somie by 
the inch, others by the line, and st 
others by the multitudinous ‘‘ squares ” 
that so abundantly stare the advertiser 
in the face when he goes to work to do 
an advertising business. Result: the 
girl couldn't do the checking. He paid 
every bill that was sent in until his last 
dollar was paid out, and then—! 
failed. He thought he knew it all; 
but he didn’t. 

And so it goes, and every day is th 
adage exemplified: ‘‘ What fools the 
mortals be.”” Ignorance is the curs« 
mankind, and conceit is worse t! 
ignorance. lr, E, ITANBURY 

am ; 

HANDBILLS, dodgers, cards, s! 
windows, painting on fences and ro 
leaders of special goods, newspay 
and countless other ways are used 
business men for advertising. It 
been demonstrated that the largest nt 
ber can be reached in the most effect 
manner, with least expense, by news- 
paper advertising. — Reading (/a.) 
Eagle, 
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COMMONPLACE 
TISEMENT,. 


ADVER 


On another page of this issue I have 
ventured some remar ks on the common- 
place in advertising. 1 wish also to give 
an example of it—will the printer kindly 
put it in old-style pica or small pica ? 

This was made for grocers to give 
their customers and to distribute in 
their neighborhoods, It is impracticable 
to put their imprints on it. 

I have been writing for Macbeth 
more or less for two years ; and I think 
this little bit is the cream of my work. 
I do not expect ever to do any better 
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the circulation, claiming it is larger 
than it and the led 
by this statement to buy space in the 
paper, he If the 
advertiser finds he has been cheated, 
he is Apt to have the feelings of the 
man who is swindled in buying a shoddy 
piece of goods when he desired to buy 
the best. 

The general public not care 
shucks what circulation a paper has. 
This is where the general public differ 
from the advertiser. What the general 
public care about is the newspaper 
itself. Is it a good paper? 
print all tl 


is, advertiser is 


has been cheated. 


do 


Does it 


e news Does it cover the 


Macbeth’s tough glass will save you nine-tenths 


of your lamp-chimney bother and money. 


but a little more than the 


It costs 


common brittle glass. 


It breaks, as crockery breaks, from accident ; 


almost never from heat. 
If it breaks from heat 
You have probably got 


there is a right one. 


there is something wrong. 


a wrong-shape chimney ; 


Talk with your dealer about it. 


Macbeth’s tough glass has two trade-marks: 


ne pearl 


“ pearl 


top” for the curve top EP chimneys, and 


glass” for straight-top fl [\ chimneys. 


Look for the name and label. 


vork of its kind than this; and the 
kind is a commonplace statement of 
fact. J. E. Powers. 
ss 


NEWSPAPER CIRCULATION. 


Circulation is the all-absorbing topic 
vith shrewd advertisers. If acustomer 
isks a merchant regarding the quality 
of his cloth, he is entitled to a truth- 
ful answer. The customer can 
whether it is a yard wide, but cannot 
tell whether it is all wool. If the mer- 
chant tells him it is when it is not, he 
Ss quite likely to lose that customer's 
future trade. If an advertiser asks a 
publisher what the circulation of his 
paper is, he is entitled to the facts in 
If the publisher lies about 


see 


the case 


entire 24 hours of the day? Is it a 
clean paper and suitable for ladies and 
children to read? If it is all this they 
don’t say, ‘‘ Now, before I buy this 
copy I want to know how many other 
people are buying copies.” They don’t 
care. It is enough if it suits them— 
just the same as if they were buying a 
suit of clothing, a watch, a diamond 
pin, a cow or a house and lot. 
far as the public at large is concerned, 
a paper need not print its circulation if 
it doesn’t want to. But it should not 
conceal the facts from anybody, and 
much less from the advertiser. The 
latter is always entitled to know the 
truth, and it is better to gratify some 
idle curiosity than withhold the facts.— 
Cleveland World. 


So, as 
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REMINISCENCES OF THE AD- 
VERTISING BUSINESS. 
No. III. 

BY S. M. PETTENGILL. 

Mr. Robert Bonner inserted, in the 
year 1855 and later, many full pages 
in the New York dailies, repeating short 
advertisements making a column or 
more, each separate advertisement 
beginning with a two-line letter. This 
made the page look attractive, and 
no one could open the paper without 
being impressed by the Ledger's an- 
nouncements. This had never before 
been done and it made quite a sensa- 
tion. The Ledger and what Mr. Bon- 
ner was doing was talked about every- 
where. Some contended it was a foolish 
waste of money—that the repetition 
was unnecessary. Such persons were 
asked if they would have talked about 
it, and had their curiosity aroused suffi- 
ciently to induce them to buy the Ledger, 
if there had only been one advertise- 
ment instead of a hundred in the same 
paper? Certainly this kind of adver- 
tising aroused universal desire to see 
the Ledger. I remember one page that 


was set in squares like a checker-board, 
every alternate square being a blank 


space. 
curiosity. 
The result of this advertising, the 
extraordinary merit of the paper, and 
the enterprise of Mr. Bonner in securing 
such a great array of talent in writing 
for it, brought the circulation of the 
Ledger at one time up to 350,000 copies, 
which was 100,000 copies more than 
any other paper had then reached. 
Although, as I have shown, Mr. 
Bonner believed thoroughly in adver- 
tising, he never admitted it into the 
columns of the Ledger. I often made 
him large offers for space in it, which 
he invariably declined. Once he said: 
**T will let you have a column for adver- 
tising on one condition, that you will 
find me a horse that will trot faster than 
any that I now have.” He had the fast- 
est trotters in the country, and he was 
proud of it. Once, in the summer of 
1856, I think, when he had for several 
days been applying himself very steadily 
to work, he came to my office and said : 
**T have a bad headache, and I have 
had it for sometime. I have consulted 
my physician about it, and he says I 
am using my brain too much. He ad- 
vises me, when I have such feelings, to 
quit work and take a drive on the road, 


This was at the time a great 


INK. 

as being the best cure.” I said: ‘‘ Come 
with me and take a ride this afternoon 
to Coney Island. It will do you good.” 
I obtained a horse and buggy at a livery 
stable near the Brooklyn ferry, and I 
drove until we reached the top of the 
hill where Prcspect Park plaza now is, 
when he took the reins, and put the 
horse through a brisk trot until we 
reached the island, where we rested 
an hour or two, and he drove back. 
He told me then that he had occasion- 
ally taken his wife out for a drive, but 
that he had never owned a horse, but 
that he thought be should buy one to 
drive for his health. Soon after this 
ride he bought a span of very good 
horses in Boston of Hon. Alexander 
H. Rice. But they were not fast 
enough to suit him, and he has bought 
better and faster horses, from year to 
year, until now he owns, as is univer 
sally admitted, the fastest and most 
valuable stud of horses in this coun 
try. He never races his horses for 
money or for betting purposes, and 
is in this particular a notable excep- 
tion of all owners of fast horses the 
world over. 

Mr. Bonner was and is a good judge 
of human nature. Heis rarely, if ever, 
deceived. He knows what he wants 
and he will have it, if money will buy 
it. He understands what will influence 
the public as well, if not better, than 
any other living man. Heisabold and 
fearless advertiser, yet a careful and 
prudent man. The late Rev. Henry 
Ward Beecher said tome, ‘‘ Mr. Robert 
Bonner is a most wonderful man.” 
In many respects he was the opposite 
of Mr. Beecher. He is prudent ir 
money matters—Mr. Beecher was not. 
As an investor, Mr. Bonner is a re- 
markable success—he seldom, if ever, 
makes a loss in anything he invests in. 
He puts no money in stocks on mar- 
gins, but what he buys he knows is 
valuable. He pays for it in full, and 
if it goes down a few points on the 
market it does not disturb him, as he is 
sure it will soon be up again. Mr 
Bonner is a remarkable instance of what 
a poor boy in this country, by unaided 
efforts and with indomitable will, car 
accomplish, if he is guided by strict 
moral principles. He is a millionair« 
many times over, and is respected and 
honored by all who know him. 

I made a specialty of publishing for 
two or three years a list of busines 
cards in the principal dailies, 
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The following is a specimen 


New York City Business Directory 


The following list 
yuses in each line of business: 
DRY GOODS, 
STEWART & CO., 
Chambers street. 
AMERICAN AND FOREIGN SILKS, 
BOWEN, McNAMEE & CO. 
and Jobbers), 112 Broadway. 
BERLIN WOOL, EMBROIDERY SILKS, 
FRINGES, GIMPS, 
ittons, Ladies’ Dress Trimmings, Gold and 
Silver Articles for Regalia. 
KOHLSAAT BROS 


consists of prominent 


so Broadway and 


(Importers 


b- 


(Importers and J« 


bers), 48 John street. 
AMERICAN LAMPS AND GAS 
FIXTURES 


DEITZ BRO. & CO. (Manufacti 
William street, rear. 
GENTLEMEN’S FURNISHING 
GOODS, 
DAVIES, JONES & CO. (Importers 
and Manufacturers), 22 Warren street. 
AMERICAN PERFUMERY. 
MERCHANTS’ GOLDEN BELL, 
Broadway 
AGRICULTURAL WAREHOUSE. 
ALLEN (late A. B, Allen & Co.,), 
and 191 Water street. 
ARTIFICIAL FLOWERS AND FEATH- 
ERS—NEW STYLES. 
AMES TUCKER (Importer and Wholesale 
Dealer), No. 387 Broadway. Bridal 
Wre aths for the miilion, 


irers), 13 


J. M. 


567 
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lhe gentleman having charge of this 
and I discontinued it, al- 
ugh it was a success during the time 
vas published, many advertisers 
ked this way of sending 


st died, 


and 
their cards, 
After opening my advertising 
New York, I roomed for a 
the Colamore House, Tammany 
lotel—the present San building— 
1 Clinton Hotel, and spent my even- 
gs writing in my I usually 
nded Dr. Springs’ brick church, 
ich stood the Potter build- 
now back of it 
lecture-room and church 

d, with a wooden around it, 
the Zimes building now 
became of having no 
being attracted by the 
eaching of Rev. Henry Ward Beecher, 
Brooklyn, I often went to hear him, 
lat the renting of pews in January, 
53, | introduced myself to him as the 
nof Rev. Amos Pettengill, who was 
ttled in the ministry in Litchfield, 
nn.; at the time his father was in 
ther part of the same town. He 
ved me very cordially, making many 
juiries about my brothers and sisters, 
ving he remembered Parson Pettengill 


agency 
time 


othice. 


where 


stands, and was 
grave- 
fe nce 
ere is. 
on I 


yme, 


weary 
and, 


re- 
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very well; that his father and my 
father had often exchanged pulpits ; 
that they were old friends, and loved 
each other as David and Jonathan did 
of old. He inquired what I was doing 
here, and I told him, and said I would 
like to find a good boarding-place near 
his church. He called up Mr. John 
[. Howard, and introduced me, saying: 

rhis is an old friend of mine, who 
wants a good boarding-place. Get him 
one.” Mr. Howard gave me the names 
of several, from which I selected one, 
where I lived two years very pleasantly. 
In the winter of 1853 I received a letter 
requesting me to call on J. Howard & 
Son in regard to advertising 
which they proposed doing. I found 
at their office a venerable and benevo- 
lent-looking gentleman of the old 
the senior member, Mr. Joseph 
Howard, and his son, John T. Howard, 
whom I had met before, and Joseph 
Howard, Jr., thus representing three 
generations. They were all busily en- 
gaged in preparing to send to sea a new 
and elegant steamer called the Golden 
Gate. It was to go around Cape Horn 
to California, They wanted to adver- 
tise for passengers and freight for their 
steamer, and they gave me an order for 
the insertion of their advertisement in 
several papers. 

The two first-named gentlemen are 
now deceased. Mr. John T. Howard 
one of the original members of 
Plymouth Church, who died soon after 
his pastor, beloved by all who knew 
him; and a better man never lived. 
Che last-named gentleman is now the 
famous versatile, graphic and unsur- 
passed new spaper correspondent for 
many journals. He writes column 
daily for the New York Press, and 
lay sermon weekly for the Boston Gloée, 
where he ‘‘shoots folly as it flies.” 
It is full of facts, wisdom and sound 
suggestions for the reformation of the 
world at large, and Boston in particu- 
lar. He has a big job on his hands; 
but he goes as bravely at it as Mrs. 
Partington did when she swept the tide 
of the Atlantic Ocean from her door. 


--- 


some 


scho |, 


was 


ADVERTISING gives character and 
standing toa firm. Go into any com- 
munity, as an entire stranger, pick up 
the daily papers published there. Look 
for their largest advertisers and you 
can invariably depend upon the fact 
that you have found the most reliable 
and desirable firms in that community, 

Reading (Pa,) Eagle, 
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Suggestions for Advertisements. 


(CONTRIBUTED. ) 


Just Sit Down and Think 
If you know any better place in the city for bargains in 


Se 


Creat Cry and Little Wool. 


You'll hear a lot of shouting from small firms and “‘ hand-me-down 


stores about the ‘“all-wool” clothing they sell. You'll hear more shouting 
than you'll find wool, when you have bought the clothes, if you a 
foolish enough to do so Better go to a reliable house, where they can't 


afford to sell any but the best. 
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ANOTHER SEED ADVER- _ strange, as one would naturally suppose 
TISER’'S EXPERIENCE, them to be excellent, circulating as 
they do among the class of people the 
We have been interested in reading seedsman desires to reach, We can 
Mr. Burpee’s ‘‘ Facts and Figures” account for it only that these papers, as 
about advertising, and beg to submit a rule, have very small circulations and 
our experience as to the cost of cata- charge the advertiser exceedingly high 
logue applications and general results. rates. The large weeklies and family 
We do not keep a record of the returns papers are generally good. Magazines 
from each paper as Mr. B. does, are fair, and would be the very best 
trusting to genera! observation for a mediums were it not for the fact that 
guide as to what papers do or do not the advertisements are all paged to- 
pay. We think we use pretty nearly gether by themselves and are seen only 
the same class of mediums Mr. Burpee when one looks for them; this the 
dees, with the exception of papers average reader seldom does. The prac- 
known as ‘‘co-operatives,”’ which we use tice of running a series of comic pict- 
to a considerable extent, while he does ures through the advertising pages, 
not. Our results last spring were as which some magazines have recently 
follows: We paid out for advertising adopted, is to be commended, and will 
$13,307.71, to which can be added com- do much towards increasing the value of 
mission, electrotypes, postage and other such publications as advertising me- 
expenses $1,599.66, making a total cost diums. The returns from religious pa- 
of $14,907.37. From this expenditure pers come rather slow, but are from a 
we received a little over 62,000 applica- splendid class of people, who, when 
tions for catalogues, 42,053 of which once secured, make good customers. 
were paid for at ten cents each, which Mr. Burpee’s idea of offering a prize 
reduced our net advertising cost to for the best advertisement may be a 
$10,702.07. This makes the net costof good one; but we would like to know 
each applicant about 17 cents. in what way they can be fairly judged 
rhis good result may seem surprising without a practical test. Our experi- 
to some who know that we spent a fair ence has been that no man can tell how 
share of the above amount in Kellogg’s an advertisement is going to take until 
Lists of fifteen hundred co-operative it istried. Such as might be considered 
newspapers. The fact is, these little the best is quite liable to prove the 
country papers pay much better in direct poorest. Experience has shown that 
returns than they usually get credit for, only the public at large can decide what 
yet in indirect returns we considerthem advertisements are good and what are 
much more valuable. Inthe firstplace, not. Some of the largest and best 
the competition from rival houses is very (in our estimation) which we ever put 
little, as few seedsmen or florists adver- out have paid the poorest, while others 
tise in them ; and in the second place, that we did not consider strong have 
the amount of territory which they cover proved to be so.—/John Lewis Childs, 
at small cost is very great. Here are fif- i the Chicago American Florist. 
teen hundred papers circulated through —_—_——- 
parts of the West where we have many ONE of the secrets of successful ad- 
thousand customers residing, who have vertising consists in keeping your estab- 
our annual catalogue. I contend that lishment and the wares you have to sell 
the ‘‘ moral effect’ on these people at before the eyes of the public continu- 
seeing our advertisement in their own ally. The great advertisers of the 
ittle town paper is very great, and that country never cease reminding you of 
t does much towards deciding them to theirexistence. Their names, the loca- 
sit down and send us an order from the tion and nature of their establishments 
catalogue already in hand. At least, we are thrust before you continually in the 
ave always found it so, When our great daily, weekly and monthly publi- 
dvertisements in Kellogg's Lists ap- cations, and atthe moment you are ready 
pear, a great increase in our general to buy anything they have to sell, at that 
orders from the section of country cov- same moment the names of these ad- 
ered by these papers is at once apparent. vertisers flash before your mind's eye, 
We have never been able to get satis- and, unconscious of the influence their 
factory results from the so-called agri- advertisements have worked upon you, 
ltural papers. There are, of course, you find yourself going to their places 
xceptions, but as a class we have not for what you require.—Xeading (Pa.) 
een pleased with them. This seems agie, 
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Correspondence. 
FIGHTING THE UNION 


Toronto, Ont., Jan. 7, 1891. 
Editor of Printers’ Ink: 

I noticed in last week’s issue a question ask- 
ing if the circulars of labor organizations di- 
rected against newspapers quarreling with 
printers’ unions hurt these newspapers to any 
extent. 

In Toronto we have had a wide experience 
on thisscore. The Glode was the first of the 
present six papers to quarrel with the union, 
Ihe breach was healed after a struggle and 
much bad blood. Then the Ma// fought the 
union for a time, was boycotted, and finally 
settled. The 7elegram came next, and for 
four or five years has kept the union at bay, 
though boycotting has been attempted a dozen 
times. The Wor/d, a year and a half ago, 
fought the union on a minor issue, and not- 
withstanding boycotts held out for overa year, 
when a compromise was effected. The £m- 
pire and News have never quarreled with 
the union, though they have felt a = vance 
on more than one occasion. The ws Pro- 
fesses to be a labor organ, though owa d by the 
same proprietors as the J Mail, which latter 
spent more money than any of them in fight- 
ing the union. 

Now, as to the damage sustained from an 
advertising point of view: During the struggle 
the newspaper implicated lost somewhat of re- 
tail advertising, and that of brewers and cigar 
men. Asa set-off a number of rich business 
men have a trick of giving advertisements to 
papers engaged in such fights, or closing up 
pending contracts with morealacrity. I know 
of several instances of this kind. So that I 
would say that the only and substantial loss 
that the newspapers of thiscity have sustained 
from a printers’ boycott is that of election ad- 
vertising. The boycotting circulars issued one 
time and another, and directed to municipal 
and parliamentary candidates, have effect- 
ually killed off the great bulk of advertising 
that characterized former election contests. 
This advertising used to bring top casual 
rates, cash payments, and there were often 
mayoralty and parliamentary elections in 
which each paper made $1,000 in three weeks, 
once and sometimes twice a year. Now the 

candidates, from parliamentary down to alder- 
manic, think the safer plan to avoid all adver- 
tising. They have the excuse of not wishing 
to offend the labor vote, and they think they 
cannot afford to patronize one paper and ignore 
another at the dictates of a labor organization, 
so they spend nothing. In this matter the 
printers suffer just as much as the publisher, 
and the papers that never quarrel with the 
union, or that square themselves with it, suffer 
equally with the non-union paper. 

‘he irritation that ensues, rather than the 
loss of advertising, is the great objection to 
these quarrels, which in my experience turn 
oftener on a side issue, such as “ price and a 
half” or “ pick-up matter,” rather than on 
astraight issue of the rate per 1,000, and be- 
cause of this irritation and bad feeling such 
quarrels create, publishers here and in many 
other citres are quietly waiting for the type- 
setting machine. No man of spirit will ever 
forget the conduct of men who turn round 
and boycott him after he hes paid them wages 
for years. And it is the publisher who has 
been the best paymaster and lived the longest 
and straightest up to the scale, that the union 
makes the “‘deadest” set against when a 
struggle comes, And that publisher who once 


has beaten the union, in and out, and becomes 
master of the situation (like the 7elegram 
here) the union leaves forever at peace. The 
word sucha man uses is *‘ emancipation,”’ 
Toronto Pus isHEer, 
o- 
1 GREAT SCHEME. 


Mauer & Grosn, } 
To evo, Ohio, Jan. 17, 1891. § 


Editor of Printers’ Inx: 

You will see by the enclosed proposition 
that new avenues are opening to the adver- 
tiser. Mauer & Grosn. 

PHILADELPHIA, Jan, 2, 1891. 
(P. O. Box 561 
Messrs. Maher & Grosh: 

GENTLEMEN—I would like to interest you in 
an unique style of advertising which I think 
will recommend itself, more especially since it 
is in a medium through which you should be 
able to gain a great many new customers. 

I am “about to write for Street & Smith's 
young people’s paper, Good News, published in 
New York, a serial story with all’ the plot and 
action centered inacountry fair, Itis my pur- 
pose to make of the characters three boys wh 
are engaged in selling or exhibiting goods, ard 
your knives could be used to good advantag« 
Without having it appear as an advertisement 
the boy could describe your knives, giving 
price and styles, in many of the fifteen in- 
stalments, and thus call the reader's atter 
tion to your regular advertisement in a man- 
ner which could not otherwise be effected. 

Ihe absolute and guaranteed circulation « 
the paper is 100,000. Now if, on that basis, 
you will make an advertising c ontract with 
the publishers for a certain number of line 
to *. used during the year, beginning with 
the story, I will have one of the boys se 
your knives, and the rates, instead of being in- 
creased, shall be reduced to 35 cents if y« 
agree to take 500 lines during the year. 

lhestory will be begun some time in Mari 
and run about fifteen consecutive weeks. 

Will you consider such a proposition ? 

An early decision will be a favor, as I wis 
to begin work on the story, and the chance t 
use it for advertising purposes is too good t 
be lost, therefore | would wish to lay it befor 
some other house in case you do not look upo: 
it with favor. Very respectfully, 

James O71 


“>. 
A PUBLISHER'S IDEA 
NESS LETTE 


Orrice or ————, Jan. 3, 18or. 
Geo. P. Rowell & Co.: 

Dear Strs—In answer » your card of i 
quiry, I will state that L. Jenne ss’ Floric 
reading notice is in, has been ‘and will contin 
to appear until the three months have e xpired 
At the terms you named I could only put it ir 
nonpareil ; but it has good position. Now let 
me say a few words to you. Upto recently | 
considered your firm an unalloyed nusiance ; 
thought you were the rankest set of skinflint 
1 ever dealt with ; did not want to hear fr 
you again, and decided to refuse any mor 
business you might send us. A few days ag 
however, I learned big « hance to learn wit 
me that you were “dead square people 
that you paid your bills and kept faith a 
ways; but that you would take advert 
ing as low as you could get it, Furthe 
that if you were convinced that our space wa 
really worth what we asked you would « 
somewhere near it in your terms, 
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Now, gentlemen, you get our paper; you 
an see just what it is: shaky editorials, 
scanty, drowsy Yocal columns, anda generalair 
country’ hanging over it. But you can 
see that our advertising columns are 

They are full of live advertisements, 
Ihe men who advertise with us do so because 
our rustler makes them believe it pays. So 
ong as his tongue loses not its power, do you 
think we can afford to place your foreign 
advertisements at less than half—often worse 
than that—when we need the space for reading 
matter ? 

At the same time, if you can afford to give 
us terms which will pay us even a little, we 
will publish all the stuff you can dig up, if it 
takesa double-cylinder Hoe—we draw the line 
there, a web perfecting is too rich—to run 
off our edition. We print 14 quires, and next 
week expect to run off 15 quires, as the rust- 
er is out loose again, and he's a hustler 
for subscriptions. I send you a copy of our 
holiday number to show you we are in for 
anything which promises to pay us for our 
time and labor. Your Printers’ Ink comes 
regularly, and is a most interesting and valu 
able weekly visitor. You will find my little 
$2 next May when the subscription runs out. 
One page read this evening has saved me sev- 
eral twenties, I refer to T. W. Morrison's 
reply to Mr, Smashey’s letter. Now I will 
give you our rates for your firm, which are to 
be net, payable quarterly or semi-annually ; 
no fixed position; no wooden bases, and no 


fee 


ilso 


full 


trifling quack or other doctor’s advertisement, 
$1.00 


FOR I INCH, I MONTH, 


am not much stuck on this scale: but it 
gz It is the cheapest I ever did business 
on anywhere in the West ; but then I always 
was a fooi—and they're lucky. 

We can do this and better here, but these 
rates will pay us something. Please accept 
them as final, and believe me, 

ours re spectfully, - 
Don’t laugh at this schedule, ar nd 
rhis or 


oes, 


P, 
n't think I am playing with you. 
nothing. 


». 


— 


THE “ EASTERN AGENT,’ 


Ma 


1891. 


Orrice or Lapies’ Home 
PHILADELPHIA, Jan. 20, 

Editor of Prixters’ Ink: 
I hope the ‘* Eastern agent’’ who is be- 
coming so numerous in New York is not 
going to become a nuisance. He is doubtless 
in excellent officer if he remains within a 
wisely drawn circle and looks up business that 
his journal would not get otherwise. But if 
he is put up as a mere middleman, to whom 
all business not purely “ local’’ must be re- 
ferred, even if sent directly to the ‘‘ home ” 
office, does he not become merely a fifth 
wheel, of no particular use to anybody but 
himself ? Everybody can appreciate the need 
and value of the regular agencies. But after 
having used the columns of a certain paper 
regularly for months, at cash rates, only to 
be thrown up against a new “ Eastern agent’ 
in a way that made it impossible to continue 
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INK. 
business with the paper any longer, I have 
been pondering on the question as to whether 
an ** Fastern ’’ agent, full of notions, may not 
do a paper as much harm as another man, 
prudent, level-he aded and not too ** know-it- 
all,”’ might do it good, James W, Kina, 

ARE 
THE 


” GOOD FISH 


1S 
SEA,” ETC. 


THERE iN 


ToLEpo 
Ohio, Jan. 


INK: 


THe 

ToLepo, 

Editor of PRINTERS’ 

Noticing the communication of H. Zevy, 

printed in your last week's edition, it reminds 

us that the 7o/edo Blade has long desired a 

first-class advertising solicitor of experience, 

but we have always found it difficult to find a 

man that would fill ourrequirements. Do you 

believe there are any excellent men ia that 
line unemployed ? 


SLADE, { 
6, 1891. § 


Tue T Bi 
+--+ 


FOR SALL. 


LEDO 


ADE, 


Advertisements under this head W cents a line 
I PREMIUMS TO INCREASE PROFITS. 
, 66 Duane St., N. Y. 
I IRECTORIES NIAGARA CO., N. Y., Pop., 
@),000, for sale. WARD & COBB, "Lock 
port, N. 
VOR SALE—Eve ning Paper in city 45,000; 
making $8,000 a year; on terms to suit. 
Address MEYERS, care PRINTERS’ INK. 
VOR SALE—$%0 worth of stock in the best 
job cee ae offi t yuis ; rapidly 


n St. la 
growing business. “ THE PRINCESS,” care 
PRINTERS’ INK. 


BREPUPLICAN NEWSPAPER~— Best weekly 


IG 
EMPIRE PUB. CO. 


and largest job office in whole section 
$9,000 will buy « ontrolling interest. Address 
AGENT, Box 86, Trenton, N. J 


‘EMI-WEEKLY PAPER (Republican) and 
h Job eo e, doing good business. Rail 
road and minin town. Population 3,5 
Address J. F. RDL EN, Salida, Colo. 


VOR SALE—A good Country Newspaper in 
Indian Territory; well established ; in 
good town; p “x e $2,500; half cash, half time 
Address “ FA TAK! .” care of PRINTERS’ INK. 


P: APER ae or wholly printed, make-up 
using stories, misce llany news, ads, locals, 
,as youorder. Daily, weekly or oce asionai 
issues. Union Ptg. Co., 15 Vandewater St., N.Y 
VOR SALE—Morning Republican News 
paper in city 50,000 inhabitants; netting 
$10,000.00 a year; immediate possession given; 
terms easy. Address MOORE, care PRINTERS’ 
INK. 


etc 


A well-established Daily and 
City of 125,000 inhabitants 

Everything first-class. 
address “J. 8. G.,” 


WOR SALE- 
1 Wee kly Paper. 
in New York State. 
If you mean business, 
care PRINTERS’ INK. 
good 


16¢ ACRES rich Farming Land; 

) title; near two through lines rail 
roads; splendid markets; value $2,000.00. To 
exchange for type and pre MORGAN 
COUNTY EAGLE, Fort Morgan, Colorado. 


YOR SALE—The entire or one-half interest 
in the leading Daily and Weekly Demo 
cratic Paper of one of the most prosperous 
towns in New York State. Parties who are 
unable to pay at least ata need not 
apply to “B. ’ care PRINTERS’ 


F YOU WANT TO SELL your Newspaper 

or Job Office, a Press, or a Font of Type, 
tell the story in twenty three words and send 
it, —_. ry donar bill, to the office of PRINT 
Eks’ I If you will sell cheap enough, a 
single Soneiiok of the announcement will 
generally secure a customer, 
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A WARNING TO DISHONEST 
PAPERS. 
From the Atlanta Constitution. 

It is understood that the Ladies’ Home Jour- 
nai, of Philadelphia, has threatened to bring 
suit against the Suany South because that 
paper inadvertently published one of its articles 
without credit. 

so —— 
A COSTLY OMISSION. 
From the Boston Transcript. 

Anadvertisment tells of a party who bought 
a lame horse for $10. A bottle of stuff which 
cost 25 cents was used on the animal and he is 
now worth $200. What a pity the men didn’t 
use two bottles! The horse would have been 
worth $400, of course. 


oo—__—__ 
AN UNEXPECTED ANSWER, 
From an Exchange. 

A local spirit dealer in Ayr, during the visit 
of a circus to the town, hit on an expedient 
for obtaining a cheap advertisement by offer- 
ing a prize for the best reply to his conundrum: 
“* Why is it that my whisky resembles a cer- 
tain bridge across the water of Ayr?’’ The 
answers were read aloud in the circus, andthe 
one which obtained the prize was given in by 
a poor boy, and ran as follows: *‘ Because it 
leads to the poorhouse, the lunatic asylum 
and the cemetery.’ The publican had his ad- 
vertisement, but history does not state whether 
he relished the notorie ty it brought him. 

+o>-—_—_—_— 
SPECI. 1 NOTICES. 
Advertisements under this head, two lines or 
more, without display, We. a line. 


_ 


i. 


ASE GUIDE. 


2( = CENTURY. 


Aus MILLION. 
N Y. Argosy, 114,000 w. 

e — — 
Aus LISTS—Results. 
aenres’ CALL, Quiney, Ill. 


Bert AND HERALD, Dallas, Texas. 


ASS. HERALD, Phila., Pa. 15th year. 
80,000 monthly. 
AN FRANCISCO BULLETIN 
the purchasing class. 
fi™=s-® ° > ~ eee TION, 
1 in., Ll yr., $22.30 n 
HE TRIBUNE, — Hill, Mo., 
Southwestern Missouri. 
JAN FRANCISCO CALL 
“Want” advertisements. 
VHE NEWS—Largest circulation in Kings- 
ton, Ont. Over 2,000 daily. 
AN FRANCISCO CALL is the best morn- 
WO ing newspaper in California. 
AN FRANCISCO BULLETIN, the leading 
Evening Paper of California. 
AN FRANCISCO CALL is the people's 
medium and a family family paper. 
AN FRANCISCO BULLETIN 
largest bona fide circulation. 
Oa MPLIMENTS of THE COURIER OR- 
LEANS, Harlan County, Nebraska. 


is read by 


covers 


has the most 


has the 
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EY WEST ADVERTISER, W. Good ad 
vertising medium. Key West, Fla 


N EW HAVEN NEWS.—Guaranteed largest 
morning circulation in Connecticut. 


‘AN FRANCISCO CALL is unequaled in 
s circulation, character and influence. 


wee -CHICAGO—Goes weekly to the 
best and wealthiest people of the city. 


‘AN FRANCISCO CALL, estab. =; actual 
W circulation : D. 55,068; 8. 5 WwW. 


57,7 22,546, 
DVERTISER AND FARMER—26,000; =~ 
an inch. 15th EACH MONTH.’ Bay 
Shore, N. Y. 
APTIST AND HERALD, Dallas, Texas. 
23,000 a week. In its 40th vol. Eastern 
office, 11 Tribune Building, N. Y. 


500. O00 “PROVED CIRCULATION 


MONTHLY. Advertising 
rates, $2.00 er line, 


ate, one insertion. Try 
it! THE METROPOLITAN. Box 3,045 N. Y. 


TPNHE INTER MOUNTAIN, Warsaw, Ind., a 

semi-monthly family journal, going to 
10,000 country homes. Yearly contract, 6 cents 
a line per time. 


HE SOUTHERN HORTICULTURAL 

JOURNAL, Weatherford, Texas, is the 
leading horticultural paper of the South and 
has the largest circulation. 


OOD NEWS; boys’ and girls’ paper; 1¢ 

pages ; illustrated ; circulation, 100.4% 
50 cents a'line. STREET & SMITH, Pub 
lishers, 25 to 31 Rose St., New York. 

HE DAILY AND WEEKLY SUN, Gaines 

ville, Fla., is successor to all papers in 
that city: Fifteen years old. Best ac —_ 
ing medium in interior of State. Try i 


iy —~ BAPTIST AND_ HERALD, Dallas, 
Texas. The leading Baptist publication 

of the South-West. Now in its ag) volume 

Eastern office, 11 Tribune Building, N. Y. 


HE LORD & THOMAS Religious News 
paper Combination is THE medium for 
advertisers to reach the best buyers of the 
West. Lowest rate by all advertising agencies 


( UR HOMES. A bright monthly maga 

zine. Guaranteed circulation for Feb 
ruary, 25,000 issues. Rates on application 
OUR HOMES PUBLISHING CO., Brockvill 
Canada. 


S UNIVERSAL as is the 
so the character one circulation of the 
KENTUCKY STOCK FARM, Lexington, Ky 
Use their columns Ly reach all horsemen 
everywhere. 
YOLUMBUS, Ohio.— THE OHIO STATE 
J JOURNAL, Daily, Weekly and Sunday, is 
credited with being the leading paper by all 
newspaper authorities. Daily, 12,000; Sunday 
15,000; Weekly, 22,000. 


VASHION AND FANCY, published at St 
Louis, Mo., is one of a select list of 
household and fashion magazines recom 
mended to advertisers by Geo. P. Rowell & C: 
as a desirable medium in its particular field 


— VOICE, published in New York City, 
one of the 28 publications in the 
United States that, according to a list pub 
lished by Geo. P. Rowell & Co., circulate be 
tween 100,000 and 150,000 copies each issue. 


TWO-LINE NOTICE in Privrers’ Iyx 

under heading of Special Notices, is 
brought to the attention of 20,000 advertisers 
every week for a whole you for $26; 3 lines 
will cost $39; 4 lines, $52; 5 lines, $65; 6 lines, 
$78; 7 lines, $91; 8 lines, $1 04. 


HE MEDICAL WORLD (Philadelphia) can 
show a larger circulation for each issue 
for the it three years than any other medi 
cal journal in the world. Absolute proof 
given. No evasive answers. Our books and 
emaing establishment are open to inspection 
at all times. The best medium in this country 
to reach the medical profession, 


horse interest 
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HIS PAPER does not insert any adver 

tisement as reading matter. Eve wee | 
that does appear as reading matter is inserte 
free. The Special Notices are the nearest to 
reading matter that can be bought. The Spe 
cial Notices are nearly as interesting as read- 
ing matter. The cost is 25 cents a line each 
issue for two lines or more, 


HE HARTFORD TIMES leads all other 
newspapers published in Connecticut in 
oint of circulation, popalasny and influence 
fand to any responsible advertisin agent, 
or send direct to the TIMES, Hartford, Conn., 
$10.00 for a test of its value as an advertising 
medium. That sum will secure one-inch space 
in Daily one month. Estimates furnished. 


ORWICH, CONNECTICUT.—Geo. P. Row- 

ell & Co. ‘publish a list of the best or most 
widely circulated or influential newspapers 
issued at important business centers through 
out the country;—the newspaper in each 
place that- gives the advertiser the most for 
his money. On this list THE BULLETIN, 
Daily and Weekly, is named for Norwich. 


‘HE MEDICAL BRIEF (St. Louis) has un- 
questionably the largest circulation of 
any medical poukaes in the world. Jt shows 
its prosperity on its face, Compare its paper, 
reading matter, advertisements, etc., with 
any other medical journal of same price. We 
furnish, upon request, absolute proof of an 
excess of thirty thousand copies each issue. 


TF\HE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min- 
eral region of Alabama. Average daily cir 
culation, 7,500; average Sunday cire ulation, 
10,000 ; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000. For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, | Alabama. 


THE ME RIDEN REPUBLICAN, Daily and 

Weekly, has the full service of the 
N. E. Assoc iated Press Assoc iation and is the 
only first-class family newspaper inthis en 
terprising city of 26,000 inhabitants. Bright, 
newsy and clean, it appe: als to the most in 
telligent people of all classes and is unsur 
peers asan advertising medium. Address 

HE REPUBLICAN, Meriden, Conn. 


NION AND ADVERTISER, Rochester, 

N. Y.—Geo. P. Rowell & Co. publish a 
list of the representative daily newspapers 
issued in cities having a population of more 
than 20,000;—the newspapers in each place 
which can be specially recommended to ad 
vertisers as coming up to the requisite stand- 
ard of character and circulation. The Roc 
ester (N. Y.) UNION is included in this List. 


MISCELLANEOUS 





Advertisements under this head, two lines or 
more, without display, We. a line. 


-— OO 
128. 
L EVEY’S INKS are the best. New York. 


GENTS’ name $i to $10 per 
4 AGENTS’ HERAL- D, Phila., Pa. 


8 hee et ORDER Mechanical En; wae 
Rhodes, 7 New Chambers St., N. 


1,000, 


les a‘ het NEWS BU REAU, 42 Stone St., 
N.Y. Financial, commercial, dramatic, 
sporting. 


WRITE and DESIGN ADVERTISEMENTS 


and do it well. Address MORRIS KLEE- 
MAN, Shelbyville, Ills. 


{RAMES for advertisers, pic Sunes, prints, o 
etc. 5 cents up, | or 10,000, WI 
LEVIN, i Day St., New York 


25 FINE Hand-made CIGARS, postpaid, 
Ww 


S) cents. 


Agents ee 
fAPROTH & CO., 


West Earl. Pa, 


INK, 15 


VYPE Measures, nonpareil and agate, by 

mail to any address on receipt of three 

2c. stamps. Address GEO. P. ROWELL & CO., 

New York. 

TACK UP SIGNS at 2 cts. each, distribute 

circulars $1 per 1,000, all over Mercer and 

surrounding counties. GEO. W. MORRIS, 
Cornishville, Ky. 


AP be caret RS having made money will 
be carefully ad ivieed how to invest it in 
«wal or active stoc or bonds, P. 

WINTRINGHAM, 36 P. ine St., N. Y. 


DVERTISING matter, samples, ete., 
tributed and posted throughout the 
South and Southwest, $2 per thousand. 
ROOKS & SHARP, Humboldt, Tenn. 


NSWORTH NAILS UP SIGNS, distributes 
circulars, ~e rs, samples, etc., in Lew 
iston, Auburn, and surrounding tow ns. 
dress J. UNSWORTH, Lewiston, Maine. 


VYHEAPEST LIFE INSURANCE is to use 

/ Van Beil’s “ Rye and Rock” (containing 
Hypophosphites of Lime and Seda), when 
suffering with cold, throat or lung disease. 


APER DEALEKS.—M. Plummer & Co., 
161 William St., N. Y., sell every kind of 
paper used vy srinters and publishers, at low- 
est prices, Full line quality of Privrers’ Inx. 


I ronan CURED—Also special ton 
ic for bracing up quickly after drinking. 
Regular graduate. 
Exclusive specialty. 
Warren County, Ohio. 


TOTICE—FIELDS nails up signs, distrib- 
utes circulars, papers, samples, etc., 
throughout Shelby and surrounding c« sounties. 
Charges moderate. Address E. W. FIELDS, 
Calira, Ala. P.O. Box 12. 


Athens matter, circulars, ete., ju 
diciously distributed throughout Ver 
mont and Northern New York State. Corre 
spondence invited. NEW ENGLAND AD- 
VERTISING AGENCY, _ Rutland, Vermont, 
TPVHE PRICE of the American Newspaper 

Directory is Five Dollars, and the pur- 
chase of the book carries with it a paid sub 
scription to Printers’ Ink for one year. Ad- 
dress: GEO. P. ROWELL & CO., Publishers, 
No, 10 Spruce St., New York. 


y 7 HENEVER an advertiser does business 

with our Advertising Agency to the 
amount of $10, he will be allowed a discount 
sufficient to pay fora year’s subscription to 
PRINTERS’ INK. Address: GEO. P. ROWELL 
& CO., Newspaper Advertising Agents, No, 10 
Spruce St., New York 


HENEVER an adv vertiser does business 

with our Advertising Agency to the 
amount of $50, he will be presented with a 
complimentary copy of the American News 

per Directory: a book of 1,450 pages,price 

5. G. P. ROWELL & CO., Newspaper Adver- 
tising Agents, 10 Spruce . New Yor 
TFVHE HOOSIER ADVERTISING CO. has a 

corps of reliable men judiciously dis 
tributing circulars, pamphlets, papers and 
samples throughout the States of O. yo 
Ills., Mo. and Ky. Terms, $1.00 to $3.00 
1,000. Cash with orders. Estimates furnis! od 
for nailing up signs. Posters, bill postin 
and paint pointers. Your orders solicited. 
Address D. T. PIERSON, Gen’! Man’gr, P. O. 
Box 34, Washington, Ind. 


DVERTISING MATTER, SAMPLES, Etc., 
“judiciously” distributed in Chicago 
and immediate suburbs. We don’t handle 
lottery, secret disease, or other “snide” ad 
vertisin We have been established since 
1882, and keep a corps of reliable men (boys 
not employed). Such houses as Marshall 
Field & Co., “The Fair,” “The Hub,” The 
Daily News, The Chicago Herald, 
Thomas, etc., intrust their work to us. 
Why not you? Correspondence solicited, 
THE BOWYER CIRCULAR ADVERTISING 
CO., 135 Washington St., Chicago. Mention 
PRINTERS’ INK. 
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B he devours every line of 


The one and a half inch double column you got 
out for us is every thing that we could desire. It 
stands out as conspicuously in most of the papers that 
come to us, as a fly in a bowl of cream. We have 
noticed people walking ahead of us, with a bundle 
wrapped in a Galveston News, with our ad on the out side, 
and they were quite as good edvertisers for us if 
they had a sandwich advertising board on their backs. 


Yours truly, 


— 
NSERVATIVE 06 
SES Sat tow NV 
sats en 





A 

Poor 

Advertisement 
1s a handicap on what would prove 
good advertising, had the adver- 
tisement been placed before the 
public in an attractive form 

Should you desire it, we will] 

prepare an advertisement for you 


at a moderate charge 











GEO. P. ROWELL & CO., 
Newspaper Advertising Bureau, 
10 Spruce St., N. Y. 
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We Give the Figures! 
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No other Nashville Daily Makes Known its Circulation. 


Total Copies 12 mos, ending December 31.... 2,416,306 
Net Daily Average for 12 months, 313 Dz adineue 7,719 


otal Copies 6 mos, ending December 31.... a 1,339,250 
Net Daily Average for 6 months, 157 Days 8,531 


l'otal Copies 3 months ending December 31 3 r 71 1,205 
Net Daily Average 3 months, 78 jaidve é 9,118 
o-oo 
The following article appeared in the 
tion of former propositions 


‘WHY NOT?” culation of the 
** Why should not the American accept our | months, the 
proposition for settling the circulation ques-| months wv 
tion? for the same periods. 
‘“We propose to let the American sclect “* Second, that the net average daily circula- 
three Nashville advertisers, who shall make a_ tion of the Banner is from 2,000 t 


1 } 


» 3,000 large 
personal examination of the booksof the two in Middle Tennessee than the n 


et average 


papers and determine which has the largest daily circulation of the American, and has 
total circulation, the largest circulation 1 been for the past twelve months, 
Middle Tennessee and the largest circulation “ Third, that the net average daily circula- 
in the city of Nashville. tion of the Banner in the city of Nashville is 
‘*We will pay the three gentlemen for the twice as great as that of the net average daily 
time occupied in the investigation and all in- circulation of the American. 

cidental expenses connected with it, ‘Dare the American test the 


** We affirm : these 


accuracy 
assertions by inviting investiga- 
“ First, that the net average total daily 


BANNER PUBLISHING CO., 


A. L. LANDIS, Jr. Business Manager. 








1 ST Aha SR NE Ha Me rm 6 “1 


158 PRINTERS’ INK. 


PRINTERS INK. 


A JOURNAL FOR ADVERTISERS 


GEO. P, ROWELL & CO.,, PustisHers. 
Office: No, ro Spruce St., New York. 


Issued every Wednesday. Subscription 
Price: Two Dollars a year in advance ; 
single copies, Five Cents. No back numbers. 
Wholesale price, Three Dollars a hundred. 

ADVERTISEMENTS, agate measure, 50 cents 
a line ; $100 a page; one-half page, $50 ; one- 
fourth page, $25. ‘Twenty-five per cent ad- 
ditional for special positions—when granted. 
First or Last Page, $200. Special Notices, 
Wants or For Sale, twe lines or more, 50 
cents a line. Advertisers are recommended 
to furnish new copy for every issue, Ad- 
vertisements must be handed in one week 
before the day o’ publication, 


JOHN IRVING ROMER, EDITOR. 


NEW YORK, JANUARY 28, 1891. 

A SAMPLE copy of PRINTERS’ INK 
for Feb. 4 will be sent to every known 
publisher of a newspaper in the United 
States and Canada. The number is 
now not far short of 20,000. 


ONE of the most interesting con- 
tributions to the vexed question of the 
advertising expert forms the leading 
feature of this issue of PRINTERS’ INK. 
It is written by Mr. M. M. Gillam, 
who has been manager of the advertis- 
ing of John Wanamaker for the past 
four years. 

WHEN you want to know about any 
business house outside of the large 
cities, write to the local newspaper. 
If the firm is of any account you will 
find its advertisement in the home 
paper. A man to be popular abroad 
must be respected at home. Anda 
man who does not advertise his busi- 
ness among his neighbors ought not to 
receive much attention anywhere. 

BUSINEss men frequently have occa- 
sion to get out advertising pamphlets 
or primers, but are at a loss how to go 
about it. They can gain some useful 
suggestions from a series of these 
primers which have been issued by Mr. 
A. L. Teele, 55 West 33d street, New 
York, and which he sends to advertisers 
free on application. As Mr. Teele 
pertinently remarks, ‘‘circulars and 
handbills have become ‘back num- 
bers,’” and yet there is a very general 
need for really good auxiliaries to news- 
paper advertising. 


IN commenting upon a picture of 
prominent advertising managers issued 
by the Ladies’ World, and in which 
the face of Mr. William D. Reid ap- 
pears, the State Journal, of Columbus, 
Ohio, says: ‘‘ ‘ Radways’ Ready Re- 
lief’ has been a familiar line to the 
readers of this paper since 1853, when 
Mr. Reid, the present advertising man- 
ager, made their first contract with the 
State Journal.”” As Mr. Reid has been 
in the same position for nearly forty 
years, possibly he is entitled to the 
honor of being the oldest manager of 
general advertising now in harness. 


Mr. Powers’ article on another 
page suggests the old story of a con- 
versation between a famous lexicog- 
rapher and a lady who thought the 
making of definitions an easy occupa- 
tion. ‘‘ Take the word crab, for in- 
stance: a crabis a red fish that walks 
backwards.” To this the great man 
replied that a crab was not a fish, was 
not red and did not walk backwards— 
but in other respects the definition was 
excellent. Mr. Powers’ opinions on 
the subject of ‘Commonplace Adver- 
tisements” would go well with the 
lady’s definition of a crab. Mr. 
Rowell replies to the criticism on what 
he has said that he never said it. 


THE national convention of the re- 
cently organized Business Writers’ As- 
sociation was in session in Cincinnati, 
January 12 and 13. About sixty mem- 
bers are reported to have been present, 
and letters were received from many 
others. A number of papers were read 
before the convention, the first being by 
the president, Mr. D. J. McDonald, on 
the topic: ‘* What is the Best Medium 
for Obtaining Publicity?” Mr. Mc- 
Donald said that his experience had 
been that the daily newspapers brought 
the best returns to retailers, but he com 
mended trade papers and standard 
weeklies and the great magazines for 
wholesale merchants and manufacturers 
of special articles, such as soaps, patent 
medicines, etc. In this the others pres- 
ent agreed with the speaker. The con- 
vention was also unanimous in the 
opinion that ‘‘ fake” schemes of all 
kinds, programmes and experimental 
publications are of little value to ad- 
vertisers, The prize contests which hav 
been a conspicuous feature of PRINT- 
eRS’ INK lately were also discussed at 
some length. The members did not 
think that such competitions were cal- 
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culated to advance their interests. The 
same board of officers was re-elected. 
[he business that was transacted on the 
second day it was voted not to make 
public until it could be sent out in the 
form of a printed report. The asso- 
ciation will hold its next meeting at 
leveland in August of the present 
year, 


SoME curious ‘‘wants” and “‘per- 
sonals”’ have appeared in some of the 
papers. We append a few of the more 
amusing: 


WANTED.—Space on bald heads in the- 
itres, churches and restaurants, for advertis 
ng the Eyelet Button-Hole Attachment in 
ed letters. Makes button-holes on any sewing 
nachine. Price $6, at No. 1 Union Square, 
or. 14th street, New York. 

WAN TED.—Blind people to learn the dif- 
ference between an eyclet-end button-hole 
und the oid style of ** straight ’’ button-holes. 
Anybody but a blind man can see at a first 

ance, and will recognize the advantage of the 
eye-let end. Call or address No. 1 Union 
Square, cor. ak street, New York, 

CHARLES.—You know that my attach- 

ent is undying, and nothing can ever change 
t, for it is the Eyelet Button-Hole Attach- 

nt, sold for $6, at No, zs Union Square, cor, 
1 street, New York, Mect mein the gloam- 

g,e. 0. dt. f. Maupie. 

MARY JANE.—Come home, for heaven's 
sake,to your disconsolate husband. I wil 

y the Eyelet Button-Hole Attachment, at 
No. t Union Square, cor. r4th street, New 
York, that you desired, and all will be for- 
siven, PETE. 

STOLEN,—From a Back Bay residence, 
several articles of silverware, a gold watch, 
$so in cash ard an Eyelet Button-Hole At- 

achment. Please keep the other things, but 
irn the Eyelet Button-Hole Attachment, 
and no questions asked. Sold for $6 at No. 
t Union Square, cor, 14th street, New York. 
_— 


CONTINUOUS ADVERTISING. 


MARKELL Bros., 
Jobbers in Fancy Groceries, 
3ALTIMORE, Jan, 14, 1891. } 
titor of Printers’ Ink 


As an advertiser, I have reason to appreciate 
the value of printers’ ink judiciously applied, 
ich leads me to deplore the wilful or igno 
nt waste of the precious fluid which the 
fforts of some advertisers exhibit. Take, 
xample, the case of the English manufacturer 
ocoa, who bases his claim for the superior- 
ty of his product upon the “ assumption of his 
ugh knowledge of the laws which govern 
gestion,” and who has harped untiringly 
pon that one string, since the time of his 
vertisement's first appearance somewhere in 
dim and dusty past. The public would be 
grateful,” and the results ** comforting’ 
Wr. Epps would occasionally vary his an- 
uncements 
The writer is in a position to know that the 
nsumption of this article has not kept pace 
th the rapid increase which has been en- 
yed by other brands whose merits have 
n more attractively presented. Indeed, I 
spect that to the nausea which the sight of 


this hackneyed advertisement creates should 
be attributed the overshadowing preference 
which is exhibited for the similar preparation 
offered by the dainty French maid in fragile 
cups of finest Sevres, to whose trim figure the 
wearied eye grate fully turns. In this day, and 
in this country, nobody cares a snap of the 
fingers for the profound knowledge which an 
advertiser may claim who exhibits such a de- 
plorable ignorance of the first principles of 
successful (7. ¢., attractive) advertising. 
Epwarp MARKELL. 


Constant repetition of an advertise- 
ment—keeping it running in the news- 
papers until it has become familiar to 
every newspaper reader—is a style 
which is not without merit. It has 
been used with good results by some of 
the best known and most successful 
advertisers in the world. But it is 
now generally admitted that frequent 
changes are calculated to produce much 
better results. What proved successful 
a quarter ofa century ago is not neces- 
sarily the best for to-day. ‘lhis applies 
to general as well as retail advertising. 
—[Zd, Printers’ INK. 


Advertisements unde r this head §& cents a line 


J ANTED Advertising Solicitor; young 
man with push. THE TIMES CO., Du 
buque, la. 


LIVE Weekly Washington Letter for a 
( two-inch anes in your paper. 
FITZGER ALD, Washington, D. C. 


A experienced Canadian Journalist de 
i sires position on good daily or weekly 
paper; best of references. Address “ G. 
care PRINTERS’ INK. 


YANVASSERS wanted to secure subscrip 

/ tions for PRINTERS’ INK Liberal terms 
allowed. Address Publisher of PRINTERS 
INK, 10 Spruce St., New York 


W ANTED—A man experienced in editorial 

and business management, to join the 

advertiser in the lease of a Republican Daily 

and Wee kly, in a live city of 14,000. Address 
szEASE,” c re PRINTERS’ INK 


W E WANT names and post office ade Iresses 
of reliable men who will i 

local or traveling Agents I 

sery Stock. Send price and partic ulars to 

 B. RICHARDSO CO., Nurserymen, 

Geneva, N. Y 


Y GOOD hustler with a knowledge of the 

printing business can secure an interest 
in one of the best equipped printing houses 
in St. Louis, Must have from $3,000 to $5,000 
Salary and profits guaranteed Address 
‘THE ARTIST PRINTER,” St. Louis. 


q.XCHANGE—Will exchange a_ paying 

4) weekly, well-equipped office In a good 
town in Northern Penna. for printing mate 
rial—body and ad. type or a power press—to 
the amount equivalent to value ix 
office. J. K. SMITH & BRO., Monroeton, Pa. 


a,VERY ISSUE of PRINTERS’ INK is 

4 religiously read by many thousand 
hewspaper men and printers, as well as by 
advertisers. If you want to buy a paper or 
to get a situation as editor, the thing to do 
is to announce your desire in a want adver 
tisement. Any story that can be told in 
twenty-three words can be inserted for one 
dollar. Asa rule, one insertion can be relied 
upon to do the business. 


A 


=r 





160 


SLOW-GOING ENGLISH NE W'S- 
PAPERS. 


Mr. Robert Hoe, who returned from 
England a few days ago, while in Lon- 
don made a number of contracts for 
printing presses with English news- 
papers. 

**When I first went to England for 
our firm,” Mr. Hoe said, ‘‘ the news- 
paper business was in its infancy. The 
common people, by which I mean the 
laboring people, never read a newspa- 
per, and never thought of buying one. 
In those days the newspaper was con- 
fined in its scope also. The 7%mes was 
the only paper which circulated to any 
extent. The law compelled the pub- 
lishers to put a stamp on every paper, 
which of course put up the price. In 
the smaller towns only a limited num- 
ber of persons ever read a newspaper, 
and in some of the villages and hamlets 
newspapers were rarely seen. 

“That was somewhat over twenty 
years ago. Since then there has been 
great progress, but it has taken a long 
time to overcome English conservatism. 
It was a number of years before the 
old style of paper was changed in any 
way. The mechanical improvements 
in printing were taken up slowly in 
England. One of the greatest obstacles 
to success hitherto has been an idea on 
the part of many advertising retail mer- 
chants that advertising cheapened the 
goods. The average Briton has been 
in the habit of viewing with suspicion 
any merchant who advertised his wares. 
rd merchants say that they 
would not advertise if they were paid 
for it, because they were convinced 
that if they did they would lose half 
their customers. This idea is slowly 
being overcome. 

“The form of the newspapers has 
gone through all the changes known in 
For a time it was the 
habit of the newspaper publisher to in- 
decrease the number of 
umns on each page according to the 
press of matter. This was inconven- 
lent, and required adjustment of the 
presses, which not beneficial to 
them. It also made the paper appear 
very clumsy at times. After a while 
they got to printing supplements, but 
this objectionable from the 
advertiser's point of view. Many of 
the papers in England now have the 
most improved presses. The mechani- 
cal contrivance by which an extra sheet 
can be fastened into a newspaper has 


I have hea 


this country also. 
crease ot col- 
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was also 
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been adopted by some of the leading 
papers. 

‘* Formerly our works in London 
were not very important. We have al- 
ways done a considerable business wit! 
the English newspapers, but never s« 
much asnow. Kecently new buildings 
covering a whole block have been add 
ed to our establishment in London, 
and we have made extensive improve- 
ments. While I was in London I con- 
cluded contracts for new presses wit 
some of the leading London papers 
The Standard, the Chronicle, the 7e: 
graph, and other papers have order: 
presses containing all the improvement 
in use in this country. These paper 
will hereafter be issued in the 
form as the modern American newspa 
pers. Some have already received the 
latest improved presses, and can prit 
any number of pages at will, just as the 
papers do here. The London 77” 
is the only newspaper which continue 
in the old ruts. It is printed on heavy 
paper in the old blanket-sheet forn 
and sells for threepence. Its circula 
tion is constantly diminishing, and or 
its advertising remains to make it pri 
itable. There is no Sunday news] 
per, excepting the Sunday Lond 
edition of the New York //era/d. | ar 
inclined to think that the prejudice wl 
has existed against the Sunday news 
per w ill beovercome also,” —V. ¥. Su 
> 


Samic 


of 


reasoning 


By what 
person concludes that an advertiseme: 
poorly displayed, devoid of character 
attractiveness, and packed away am 
a conglomeration of stud-horse typ« 
of any value to him, is beyond the gr 


process 


of human intellect. And yet, h 
often do you see this condition ? W! 
just as often, of course, as you pick 
a daily newspaper. True, every 
vertiser cannot have ‘‘ top of colu: 
next pure reading matter,” but he |! 
the privilege of creating a design a 
establishing a character to his ady 
tisement, without which, no matt 
how well written, it is of little or 
value. The type and general app 
ance of the advertisement should | 
harmony with the ‘‘ leader” 
tised. Whenthe matteris of agen 
nature, which should be avoided 
much as possible by every advertiset 
positive design and purpose of disp 
should be decided upon and cart 
out. A featureless advertisement 
worthless advertisement. — Geo. / 
Saults, in the Inland Printer. 
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SEND for Catalogue of 


=CUNS= 


Hunting Equipments, Base 
Ball, Gymnasium and Ath- 
letic Goods and Sporting 
Novelties of all kinds to 


E. E. MENCES, 
{on[} Jyh Sroring Seeds comnany 


KANSAS CITy, Mo. 


*** We shall continue to use Kel- 
logg’s Lists so long as we desire to 
reach consumers direct in the territory 
covered by them. We have found no 
quicker or cheaper way of securing a 
most desirable class of customers. 

E. E. MENGES, 

Sporting Goods Company. 
Kansas City, Mo, May 26, 1890. 
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“TWrte Ad's” aivertiver 





Circulars, Letters. * Rates re male ee , 


GEO. W. ELLIOTT, Roc hester, N. Y. 


The most complete, elegant and 
richly-illustrated Family Bible 
ever published, at /ess than 
half retail price. Circulars and 


proof free. ESTILL & CO., Mansfield, O. 
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PROPOSALS FOR PAPER. 

Sealed proposals will be received by the 
Times-Democrat Publishing Company, N vo. 
Camp St., New Orleans, La., until February 
15th, 1891, for furnishing news paper for one 
year from March Ist, 1891. The size of roll, 
weight and estimated quantity required 
weekly will be given on application to this 
office. Terms to be cash on delivery. En 
velopes containing proposals should be 
marked “ Proposals for Paper,” and be ad 
dressed to the undersigned. The right is re 
served to reject any and all bids. PAGE M. 
BAKER, Manager. 


WHAT A SURE “PAY. AGENT 
CAN DO SOMETIMES. 
From the American Advertiser-Reporter 
of January 14, 1891. 

The following, whichis clipped from 
the Press and Printer, is undoubtedly 
just in its conclusions as to what 
‘*should” be done. What is done 
is, after all, the most interesting thing 
in the business, and the point empha- 
sized is really the fact ‘‘ that many ac- 
cepted this offer,’’ which is a score in 
favor of the agents. 

ANOTHER CHEEKY OFFER. 
Editors of the Press and Printer : 

Noticing a few propvsitions ios different 
advertising agents, in previous issues of the 
Press and Printer, marvelous for the lack of 
remunerative features, we submit one receiv - 
from the old and reliable firm of Geo P. | 
Rowell & Co. The offer was for the four- 
inch electro of Dr. Kennedy's Favorite Rem- 
edy, to be run next to reading matter, together 
with two reading notices, changeable ‘monthly 5 
making about two sticksful of ordinary read- 
ing-matter type,in the course of the year 
twenty-four sticksful of composition. For 
this (after deducting wrong insertions) Rowell 
& Co. offer the large sum of $to gross, or 
$7.5onet. What printer can accept any such 
offer as this and keep his wood-pile and sup- 
ply of codfish during the interval? Yet we | 
notice that many accepted this offer; perhaps 
because it comes from a firm that is sure 
pay. It would be worth at least $15 to carry 
out this contract in papers of the smallest cir- | 
culation, Publishers should combine and re- 
ject all advertising at less than living rates, 
Country organizations would do much in this 
direction. E. Curtis & Son, 

. Publishers Enterprise, 

Marion, N. Y., Dec. 20, 


address for 


American Newspaper Directory 


FOR 


1890. 


Twenty-second Annual Volume. 














Fourteen Hundred and Fifty-two 
Pages. Price, FIVE DOLLARS. 


This work is the source of information of 
Statistics of Newspapers in the United States 
and Canada. 

Advertisers, Advertising Agents, Editors, 
Politicians and the Departments of the Gov 
ernment rely upon its statements as the 
recognized authority. 

It gives a brief description of each place 
in which newspapers are published, stating 
name of county, population of place, etc., etc 

It gives the names of all Newspapers and 
other Periodicals. 

It gives the Politics, Religion, Class o: 
Characteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher's name. 

It gives the Size of the Paper. 

It gives the Subscription Price 

It gives the Date of Establishment. 

It gives the pp ulation. 

It gives the Names of all Papers in each 
County, and also shows the geographical 
section of the State the C ounty is located in 

It also contains many valuable Tables and 
Classifications 

Sent to any address on receipt of price, by 

GEO. P. ROWELL & CO., 
PUBLISHERS, 
(Newspaper Advertising Bureau 
10 Spruce St., New Yor«. 


EWSPAPER® =O 
RTISING?™> 22°5: 


DAILY NEWSPAPERS IN NEW YORK 
CITY, with Advertising Rates. 

DAILY NEWSPAPERS IN CITIES OF 
more oe 150,000 po: 4 

DAILY NEWSPAPERS IN CITIES Ol! 
more than : 20,000 opulation. 

THE BEST LIST OF LOCAL NEWSPAPERS 
covering every town of over 5,000 populatio: 
“—e every im portant county seat. 

INE NEWSPAPER IN A STATE: th: 
best one for an a 

STATE COMBIN ATIONS IN bee ming AD 

vertisements are inserted at half pr 

SMALL LIST TO ADV ERTICE. EVER Y 
section of the country: a choice selection 
made with great care, guided by long experi 


ence. 

LARGEST CIRCULATIONS. A COMPLETI 
List of all papers issuing regularly more thar 
25,000 copies 

NINE BARG. AINS IN ADVERTISING FO 
experimentors 

BARGAINS IN ADVERTISING IN DAIL) 
Newspapers in many cities and towns; offers 
poculia: inducements to some advertisers. 

CLASS JOURNALS. AN EXTENSIV! 
List of the very best. = 

7042 VILLAGE 


|NEWSPAPERS— 


more than one-half 
of all the American 
Weeklies—in which 
advertisements are 
inserted for $49.5 a 
line and appear in 
the whole lot. 

Book sent to any 


THIRTY CENTS, 





PRINTERS’ INK 


Fust Now 

| rHERE IS AN 

| Advertising Bargain 
in the SIOUX CITY (Iowa) 
TRIBUNE. 


Sworn Circulation statements 
issued monthly, December av- 
erage, 6,326. 6,000, at least, 
guaranteed. Present rates were 
made (and made low) for a 
3,500 circulation. 

Yearly Contracts for every day, 
run of paper work, now cost 
less than one-seventh of a 
cent per line per thousand cir- 
culation, 

Advertisers wishing for space at 

A COOL BRAIN present rates may profit by se- 
is often needed after a night with the curing it soon. {@~ This ad 
oys. Don’t use ice—though it is often vertisement will appear but once. 


tried when one hasa “‘ skate on.” Take Ss. C. WILLIAMS, 
Bromo-Seltzer, the Brain-Cooler. All Eastern Adv'g M'g’r Sioux City Tribune. 
Druggists keep it. 42 TRIBUNE BUILDING, N. Y. 


WITHOUT PRINTING*°“® 
ADVERTISING 
AGENTS 
have said that we give the lowest 


rates to be obtained on Home-Print 
Country Weeklies. 


WE THINK 
THIS MAY 
There would be no Newspapers. BE TRUE! 
Wihest Aavetions. uo Sates! SOE ORS: Se Sena 


Therefore Printing Ink is the foun 
dation of all trade. 





charged for has been done is fur- 
nished each customer by showing 
one copy of each date of papers on 
our bills. 


The Wilson InkS xo paver suown, 


= aa ocx tens ll or NO PAY REQUIRED. 
Every issue « > pe rintec s 
"7 4 som) ~ a , om, - Who offers more satisfactory proof? 


W.D, Wilson Printing Ink co, Wa (iswana ‘© 


| 
LIMITED, | 


140 William St., New York, W r Advertising Ag 
For Special Prices and Discounts for Cash Business Office, 1127 Pine St.. St. Louis, Mo. 
Orders. Branch Office. 54 Beekman St., Hew York Gity. 
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A STRONG HOLD 


| 





PRINTERS’ 


INK. 
OVER 300,000 RE. 
PRINTERS’ 


{DERS OF 
INK. 


For the purpose of bringing PRINT- 
ERS’ INK to the attention of all classes 
of business men, arrangements hav: 
been made to send sample copies at th 
rate of 20,000 a week until the follow 
ing lists have been addressed. 

In every sample copy sent there w 


| be folded a subscription blank. 


|lation of PRINTERS’ 


For the next three months the circu- 
INK is certain 


| be more than 40,000 copies, and like 


ON THE PEOPLE. 
MISERY vs. COMFORT. 


AST year that awful malady got in great 
Is work, and left poor human nature in a 

»wrime condition to be comforted. Yes! 

t is an absolute fact that “Comfort” is 
being received into the Homes and Hearts of 
the people to a degree amounting almost to a 
mania. Its friendly social chats through the 
Aunts’, Uncles’ and Cousins’ columns have de 
veloped that spirit of union among its | 
subscribers, that they form an imme 
Friendship a nearly encircling the Globe. | 
The prevailing fads ” develo; within this 
great army is the exchange of “ postal auto 
graph album,” ” “Comfort,” “Cousins’ Quilts,” 

Aunt Minerva Friendshi Rings,” “Com. | 
fort Essay C lub,” for the shut-ins, “ History | 
Club,” ete., bringing out much personal cor 
respondence and interchange of thoughts 
among its subscribers from one end of the 
country to the other, and cementing the | 
whole family of thousands pone Bm 
now to almost an entire “ 400”) together into 
happy band of well-to-do people who 
largely live, re and have their being 
a the U.S. Mails. Thus it is that we 
can al FLA, uarantee a bona fide, \d-in- 
advance subscription list of over a half a mil- 
lion before the year is out. Our subscribers 
are “ Workers for Comfort,” and the club lists 
as well as directfullyearoutandoutsin- 
glesubscribers are piling up with the in- 
coming of each daily mail. So we can hon- 
estly say “Comfort” is getting a streng 
hold on the people at large, as well as among 
men of business who use its columns for 
advertising, for by creating that faculty for 
letter writ ng, our patrons get into the habit 
of answering advertisements, and as a conse- 

uence this is the style of letters we receive 
rom our advertisers 





ee Oe OeOeEOeESSe 

{ FOR THE PAST EIGHT YEARS WE 
HAVE USED ALL THE LEADING ME- 
OIUMS AND LISTS OF MONTHLIES 
THAT ARE SUPPOSED TO AMOUNT ) 
TO ANYTHING, BUT OUR RETURNS 
FROM COMFORT Prove iT TO BE 
THE BEST MEDIUM we Have 

) EVER USED 


¢ 


( 


Remember, our circulation will hold each 
month to the full 500,000 measure, and in the 


Fall it will again be largely increased. Secure 
space at the Agencies, or of 


The Gannett & Morse Concern, 


AUGUSTA, MAINE. | 


date. 


to be less than 50,000 copies, each issu: 

The entire circulation is among a 
vertisers, or people who ought to 
advertisers. 


Incorporated 1885. 
RaPiIp rw yy. MACHINE COMPANY, 
59 & 61 Park Street. 
Trade Lista Compiled from R. G. Dun & 
”s Reference Book. 
New YORK, Jan. 
Messrs. G. P. Rowell & Co., 
New York City. 
GENTLEMEN—We respectfully submit to you 
the number in our trade lists as requested 
by you. 
Architects. 7" 
Agricultural Implements...... 
Boiler Makers. ; 


16, 1591. 


Books and Stationer 


Car, Ship and Bridge Builders... 
Confectioners and 
Carriage Makers............ 
Crockery Dealers. pie 
Clothiers 

ry Goods. 


Shirt Manutacturers... 
om. Insurance Agents. 
Furniture. 

Machinery.. 

Men Who Think.. 

Tobacco and ( ‘igars. 





— —— your Wrappers, 20, - 


t $2 00 per 
1a 


$3 00 
BELKNAP, 
314 Broadway, 


Wrap ond Mail. 


Yours truly, 
F. D. 


Rapid Addressing Co. N 


New Yorn, January 16, 189 
Addressing Co. 
4 Broadway, New York ( Nity. 
PE ecbrecye have your favor of « 


angee 


Please go ahead with the work of addre- 
ing wrappers for us to the trade lists nan 
by you—307,517 names; to be delivered in \ 
of 30,000 each, one lot each week until the 
is finished; the first lot to be delivered on t 
24th inst. Very py 

. P. ROWELL & C 


Advertising rates in PRINTERS’ | 
are 50 cents a line, or $100 a page, 
each issue, 
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I'S as easy to pass a good advertis- 

ing medium as it is to get into a 
oor one, and most of us know how 
asy that is. For instance, at the time 
his is written but exe seedsman has an 
lvertisement ordered for the MARCH 
sue of HOME CHEER, and he is one | 


ho tried it last year. 


If he knows where the tree grows 
it bears gold dollars, you can’t blame 


1 for not telling the other boys about 
’ 


In other lines; one piano manufact- 
er places his announcement, without 
ympetition, in 200,000 homes every 

mth; one jeweler has undivided at- 

tion on his watches. 
es must spend a snug sumof money. 
’o YOU want their trade ? 

MARCH issue closes FEBRUARY 
1 Oth. Sample copies, or a proof of 


advertisement, costs nothing. 


200,000 fami- 


We are yours to command, 


THE HOME CHEER COMPANY, 


Home Cheer Building, 


LYNN, MASS 


INK. 165 


‘TO PUBLISHERS. 


Any publisher of a Newspa 
per who desires to educate his 
patrons on the subject of 
advertising, with a view of 
causing them to become more 
liberal advertisers, may sub- 
scribe for a limited number 
of copies of PRINTERS’ INK, 
to be sent to designated 
names, and may pay for their 
subscriptions by inserting an 
advertisement of Geo. P 
Rowell & Co’s Advertising 
Bureau, in full settlement at 
his schedule advertising rates, 
without discount or commis- 
sion. Publishers wishing to 
avail themselves of this offer 
may address PRINTERS’ INK, 
No. 10 Spruce St., New 
York, stating the number of 


ADVERTISING 
CLOCKS 


Unique ! Conspicuous ! ! 


ermanent ff! 
Advertising Matter in Bold 
Relief. 





RUN 8 DAYS. BOXED SINGLY. 


WARRANTED Gooo 





PRICES IN 100 LOTS. 
12-in, Dial, Height 31 in., $3.00 Each. 
10-in. “* " -— la 
=" * 2? aw 


SPECIAL PRICES FOR 1,000 LOTS. 


— 


Send -for Cireular. 


Advertising and Premium Clocks 
a Specialty. 


BAIRD CLOCK CO., 


PLATTSBURCH, N. Y. 
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A PAINT POINTER 


in issue of January 7th brought us many inquiries about signs on grocery, drug and liquor 
stores. One firm inquired: 

** Do you paint signs on fences along railroads, etc. ?”’ 

We might as well give the answer to the other 39,999 readers of Printers’ Inx: 


WE DO. 


We have painted millions of square feet, and expect to paint millions more. 
CAN WE PAINT FOR YOU? 





In handling an advertiser’s order | 
THESE PAPERS we try to join hands with 


Sunday School Times, him to mutual profit and One 
PHILADELPHIA. ; ; Price 
Prosivtorton. satisfaction. Advertising 
utheran server. : > : : 
National Baptist. It always is to his profit Without Duplication 





Christian Standard. of Circulation 


Presbyterian Journal. , a eet : . HOME BEST 
Reta hurch Messenger and satisfaction if the ar- ouneee 14 contd 
ch copa mecorder. ticle advertised and _ its Every Week 


ristian Instructor. : 
Christian Statesman. Over 260,000 Copies 


Christian Recorder. selling price are accept- a 
Lutheran. Religious Press 

BALTIMORE. able to well-to-do house- —" 
Baltimore Baptist. oldies os 
Episcopal Methodist, "O1CCTS, 
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HOTOS ::" solely moans. igtest, THE CELEBRA 
only 1c. 59 for 2c. Thur 
P ber & Co.,Bay Shore, N. Y, CALIFORNIA CATARRH 
; REMEDY. 
I The best in the world. Make no mistake. 
=e ee results have been thoroughly 
0 cts. by druggist or mail. Tes 


Want a Prize Advertisement, | — TR ay a C0.. Props. 


FOR GENERAL 166 ___166 GREENWI Ic H ST..N.Y. N. ¥ 


Newspaper Advertising. Do Yaw T, l 2 
To Artists and Designers,| 7 Do Vou Trave — 


5 5 hout 
I Offer $25.00 for a Sketch, the U.S. and Cos ada, wis Pabedaiiaan, Abdel vat 
Both contests will close February 15, 1891. | and umber of firms eng aged in the afferent Line 
All writers of prize advertisements and all | ¢/ ‘rade in ea: it, cannot fail to be interesting to y ru. 
irtists and designers desiring full yarticulars | “ GIBB’ S ROUTE AND i, e F ,- NCE BOOK 
vidress at once LUM sMiT H, ives Specimen pa 


Philade Ip hte. Pa. | iIBB B BROS. ra MORAN, New York. 


A Good Story 
Bears Repeating. 








MANUFACTURES THE ST. PAUL BooK AND PUBLISHERS, 
THe TADELLA ALLOYED STATION ERY Co., BOOKSELLERS AND 


ZINK PENS. 127 EAST THIRD ST STATIONERS 


St. Paut, MINN., Jan. 13, 1891. 
F. S. Presprey, Mngr., Pusiic Opinion, 
Washington, D. ¢ 

Dear Sir: We have received your favor of the gth inst. ,noti- 
fying us of the advance in advertising rates after Feb. 1st, 1891. 

While, of course, we regret having to pay more for our 
advertising after the expiration of our present contract, we at 
the same time heartily congratulate you upon the success 
PuBLic Opinion has. attz ined, which fully justifies, in our 
opinion, the advance in rates which you are making. 

As we have told you a good many times before, we em- 
ploy no advertising medium that gives us better results than 
PusLic OPtNion. 

Wishing you continued prosperity and congratulating our- 
selves that our contract has some time yet to run, we are, 

Yours very respectfully, 
THE ST. PAUL BOOK AND STATIONERY CO., 

TATED.) Per T. K. Merritt. 





PUBLIC OPINION stands pre-eminent among the | 1 he Public 
High Ly ~ eens, A is .~ only purest St it | Tes 
ind in America, a as a Sworn Circulation o 
over Le 000, well distributed among the most in- Opinion Co., 
telligent people from Maine to Oregon. Its pop- 


ularit advertisers is immense. Let us send i 
you fates and some interesting facts about the | Washington and 


field we cover. * * New York. 








SN a Sad CL 
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Names and Addresses 


Of 9,000 bona-fide Voters of this (Armstrong) 
Co., of 1890, $2.00 per 1,000, or entire list $15.10) 
Cash with order. Affidavit w — - eee h (entire 
c list as to bona-fideness. S.CUN 
> 


‘é you 
l p iN OUT Sei. ” etn of 
adve "= 

ing, nationally and hi Aner tec send fi 


book with above title. JUDGE PUB. CO. Ne “i 
York. 


Dodd's Aretsve Aeerey Boston, 
Send for. Estimate.) 
RELIABLE DEALING. CAREFUL SERVICE. 


fh pg- LOW ESTIMATES. 08 


ADVICE 


For Advertisers. 


No charge for preliminary suggestions. 
Send full particulars of your business, and 
state what you want. L. 
Writer of Adv ertising, 55 W. Sand 
St., New Yor 























YNINGHAM, 
Manorville, Armstrong Co., 


AUSTRALIAN Before fixing up your 
« Australian contracts for 
advertising, we should like you to write to us for 
an estimate. We guarantee to save you money 
for, being on the spot, we can do advertising 
cheaper than any other firm ata distance. All 
papers are filed at our bureau, and every appear 
ance is checked by a system unparalleled or ac 
curacy. On application we will prepare any 
scheme of advertising desired, and by return 
mail will send our estimate. We desire it to be 
understood that we are the Leading Advertising 
Firm in the Southern Hemisphere. a rlishe : 
| over a quarter of a century. F. T. WIMBLE 
OO., 369 to 373 George St., Sydney, Australia. 


MONEY =" pe = ‘MADE 
article met tN 


9 ay newspapers. BO adverti. 
os say. mw did they do itt Write ts to ee S abont 
what you have to advertise, and we will tell you 
how and whether NEWSPAPERS 
ARE LIKELY TO PAY YOU. 





Newspaper Advertising Agents@] 





ST. PAUL, MINN.” 





FIRST PRIZE, Cash, $200 
SECOND PRIZE,Cash 100 
5 PRIZES, Ea.$10 Cash, 50 





20 PRIZES, Ea, $5Cash, 100 


PRIZES GUNTHER'S ceat, 250 
will be Total, 27 ai7 Prizes, | $700 
worst HELLA ALLOYED ZINK PEN” 
opahe” Latest Invention in Beaters 


count not defined in Webster’s or Worceste 


—- 


each letter no oftener in one word than it occurs in 
VED ZINK 


an e Pen used mus‘ 

nese prizes to induce 
may be bought of Y¥ 

we will sen Lip g — >- 


= % ——s fi ae 


mation re 
CASH P PaIZ TES will | yy aa et the NATIONAL SHOE AND 
aa 7 New York. Answers must be 


“ —— 


and committee ne ox ~“~v rizes 


‘ormation address 


im “7 — ty 
ST. PAU Be it” BOOK a STATIONERY’ ¢ c0. iil 


Mention name of this paper, 
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The Christian Herald 


NAAAAAAAAAAA AAA AAAs 


EDITED BY 


REV. T. DE WitT TALMAGE, D. D. 


SAAS AAA AAA AA AA Ay ay ayy 


How's This! 


The bona fide circulation of the Christian 
Herald is upwards of Seventy-five Thousand 
(75,000) copies each week, and is con- 
tinually on the increase. More than twen- 
ty thousand new annual subscribers have 
been added during the past three months. 

Advertisers are invited to examine our 


subscription lists. 


LOUIS KLOPSCH, Publisher. 


Subscribed and sworn to before me, } 
this oth day of January, 1891. ) 
JOHN G. FOLSOM, 
Notary Public, 
New York Co., No. 28. 


All correspondence relating to Advertising, and all 
orders for same, should be addressed to 


Advertising Department, 


J, E. JEWETT, P. B. BROMFIELD, 
MANAGERS. 


OFFICES: BIBLE HOUSE. 
Down-Town Office: 21 PARK ROW, NEW YORK. 
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the homes of thousands of the best 
people of the country is through the 
columns of the 


WASHINGTON WEEKLY POST. 


Beginning with the issue of Feb. 3d, a 


Special Opportunity 
'\ will be offered. The editions for the thir- 
teen weeks following the date named will 


. 
‘embrace 50,000 copies each, for 
which there is no extra charge, as the regular adver- 
tising rate of the paper will remain in effect. 


5 owe wee 
A 10-line advertisement will be inserted in each of 
these Special Issues for the three months for $14.50. 


No other paper in the United States is growing 
so rapidly. Printed at the Seat of Government, it 
contains special features not found in any othe: 


journal. 
FOR EXAMPLE : 


A full resume of the proceedings) The latest telegraphic news fr 

of Congress. every section of the Globe 
An epitome of all the news from Interesting capital chat, 

the National Capital. Interviews with leading m« 
Political News and Gossip im- from all parts of the count: 

partially told. Other features not contained 
Serials and Short Stories by the any other paper. 

Best Writers. THE POST is an absolutely in 
Gems of Literature, Art, and Se- pendent paper. 

lected Miscellany. 8 pages, 56 columns. 


GEORGE BATTEN, Special Representative, 
18 & 20 ASTOR PLACE, NEW YORK. 
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ONE THOUSAND 
DOLLARS 


For An 


Original 


Advertisi ng 
Novel ty. 


TO THE MAN OR WOMAN, BOY OR GIRL, 
WHO SHALL DEVISE THE BEST 
ORIGINALITY TO ADVERTISE 


RIDGE’S FOOD 


For Infants and Invalids 


IN EVERY HOME IN -AMERICA. 





.o) 
For further instructions, address eithet 


WOOLRICH & CO., 


Dodd's Advertising Agency, 


265 Washington St., Boston, Mass. 


[Mention Printers’ Ink when you write.] 








PRINTERS’ INK, 


TIO 
provera 


TRADE MARK) 


40 % Increase: 


The advertising rates on the CHICAGO 
SATURDAY BLADE and the CHICAGO 
LEDGER will be increased 40 per cent. in April 
next. 

The SATURDAY BLADE has now a cir- 
culation of 161,000 copies weekly, a gain of about 
100,000 for the past year. The LEDGER has a 
circulation of over 75,000 copies weekly, a gain of 
nearly 50,000 during the past year, 














The advertising rates are now less than Mc. 
per line per 1,000 circulation. We contract to 
PROVE an average of 200,000 copies per week on 
the SATURDAY BLADE for 1891 and 100,000 
copies per week on the LEDGER for 1891. Ad- 
vertisers will save 40 per cent. by contracting now. 


Remember that the circulation of the SAT- 
URDAY BLADE and CHICAGO LEDGER 
is not a ‘“ Guaranteed,” “ Known” or “ Sworn” 
circulation, buta “ PROVED CIRCULATION ” 
each week by P. O. receipts. You get all you pay 
for in the BLADE and LEDGER, and take no 
chances. 


For space address any recognized Advertising 
Agency, or the Publisher, 


W. D. BOYCE, 


116-118 DEARBORN ST., CHICAGO, ILLS. 
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Copyrighted 1891, by 8. C. Becxwirn. 








OME ADVERTISERS are like the youngster in the 
picture They harness their advertisements to 
‘wooden mediums, and are disappointed 
when they fail to get big results. No advertiser 
who uses the columns of The ‘Denver ‘Republican 

ever has reason to complain that he has not been fairly 
treated, or that the paper is not all that its publishers 
Denver ij) represent itto be. An announcement in the Republi an 
will take the advertiser every day into about /i/leen 
|| thousand homes. On Sunday the issue of the paper 


Republican. 


- There is no “‘ gift-enterprise”’ business about the Den- 


regularly exceeds 22,000 copies. 


ver ‘Republican. Its circulation has been built up 
DAILY solely on its merits, and it continues with a regularity 

_ |} and evenness that indicates its firm hold upon the 
AVERAGE, public. 

The people of Denver and Colorado, among whom 
the ‘Republican circulates, are intelligent and have 
ij} money to spend. 

\ Here is a fact which it will pay the general advertiser 
‘to ponder well: The actual circulation of the ‘Republi- 


can is pouste that of any other Daily Newspaper be- 





tween the Missouri River and the Pacific Coast. 


BECKWITH, poe, “st 


» Foreign Advertising, 











509 “THE ROOKERY;"* 46 TRIBUNE BUILDING, 
CHICAGO. NEW YORK. 
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Miseellanies. 


x Wwe “ 


PATRIOTIC PRIDE. 

Mrs. Sandy MacPharlane—Ah, Sandy, mon, 
the Germans and the Italians ma talk about 
their great musicians ; but nane o thim hae 
the reputation o’ Piper Heidsieck, for I do see 
his name in big lettersin all o’ the papers | 
pick up.—Brovklyn Life. 


Optimus—What do you think the 
most obvious tendency of modern poetry ? 

Pessimus—The waste-basket.—‘S?¢. /oseph 
News. 

Blimbers—I hear that Flaxon writes 

etry. 

Bjones 
to contradict the report. 


Some Use.—‘‘ There 
about Stanley’s re ar column. 

“What's that ?’ 

** It’s about the most successful advertising 
column on record.””"—Puck 

‘*Pshaw!” said the sarcastic city 
editor to Mr. Eistedfodd, the Welsh reporter, 
* nothing ever came out of Wales.”’ 

‘What's the matter with Jonah?” mur- 
muted Mr, Eistedfodd, as he went on with his 
work.— Washington Star. 


‘* What's that awful noise in the next 
room ?”’ asked the early guest at the banquet. 
“ That,’”’ replied the newspaper reporter, 
who had already arrived with a sharp pencil 
and a sharper —, “must be the table 
groaning under all the delicacies of the sea- 
son Norristown Herald, 


Patient Waiting No Loss.—Mrs. 
Hardhead: The daily Sweefem is offering an 
encyclopedia, ten volumes of poetry and an 
atlas, four feet square, as a premium to every 
subscriber 

Mr. Hardhead—We've got books enough 
now. Wait till they offer a horse and buggy. 
—New York Weekly 

Applicant—I see you advertise for a 
college graduate to take a position in your 
business. 

Publisher Yes, 

‘Lam. 


But his friends are doing their best 
Chicago News. 


is one thing 
, 


Are you a graduate ? 


**What place did you hold in the college 
eleven ?”’ 

“I did not play football. 
getting crippled.’ 

* You won't do. I want a man 
agent.”— New York Weekly. 


I was atraid of 


for book 


INK. 


Unnecessary Talk.—‘‘ It’s cold this 
morning,’’ remarked the visitor, as he entered 
the sanctum. 

“Ves,”’ replied the editor; “I knew that 
from the fact that you left the door open,’’— 
West Shore. 


Too Great for a Small Poet.— 
cannot use your verses, sir.’ 
“ Are they bad, or what ?”’ 
“You try to rhyme Penelope with Cape of 
Good Hope. No man in this world but Ten- 
nyson can do that successfully.”—4x, 


A Business Proposal.—Aristotle (te 
poet): I have heard your imagination much 
commended, friend. 

Poet—You honor me, illustrious sage. 

Aristotle—I wish to give you a job. I’m 
going to opena circus with the animals King 
Alexander is sending me from Asia, and | 
want you to write the bills !— Puck 


Custom House Officer— This is 
queer. I find among your effects a barrel of 
chestnuts. We shall have to seize these. 

Traveler—-Oh, that’s all right. They come 
under the exemptions as “ tools of trade.” 

Custom House Officer—How’s that ? 

Traveler—I am a newspaper paragrapher. 

America. 


How Some Papers Boom.—‘* Is the 
circulation increasing much ?’’ asked the edi- 
tor of the ¢ hinook Breeze. 

“Yes, indeed,’’ replied the publisher ; ‘‘ I 
put four new subscribers on the books to-day 
and sold 4,000 copies to a club of young men 
who want to vote for the most popular bur- 
glar.""—West Shore. 


Young Man—I see you advertise a 
vacancy in your establishment. I should like 
to have a position where there will be a chance 
to rise. 

Merchant 
and sweep out, 
every morning at five o’clock.—New 
Weekly. 


“We 


Well, [ want a man to open up 
You will have a chance to rise 
York 


Great Advantages. — Among the 
farms advertised in Australia is one ‘* which 
is situated only seventeen miles from a post- 
office, 128 miles from a railroad ; and one who 
has means could, no doubt, build a church 
and a school-house on his own land, and thus 
add to the value of the property,—Detroit 
ree Press. 

All Hope Gone.—Kinney : You see 
that fellow over there? Three years ago h« 
was writing poetry for a weekly paper, After 
that he drifted down to Philadelphia and 
wrote sporting editorials; and, then, he was 
engaged as humorous editor on a religious 
weekly. 

Ginter—What is he doing now? 

Kinney—Don't you see? He is smoking a 
cigarette.—Puck, 

The Power of the Press.—First 
Tramp: Say, cully, where'd ye git your togs? 
I wouldn’t hev knowed if twan’t that | 
was acquainted wid yer bloomin’ nose. 

Second Tramp—Struck a snap, old man. I! 
guyed a newspaper bloke by tellin’ how | was 
left a cool million by a rich uncle in England, 
and he printed de yarn, See? 

First Tramp—See what? 

Second Tramp—Why, I'll be ef half 
de town didn’t make up ter me an’ treat me 
like a prince in disguise New suit ev clo’es 

ae nat meal, an’ a cigar, that’s what | 
on out er it. De power of de press, cully, is 
what did it.—Chicago Times, 





PRINTERS’ INK. 


Intends to Boom the Town. 


con eds 


Huy Sect : . > = » ST 8h. 
Mig u ‘ 
seiacteeageanneaIN - , Texas, Dec. 3d, 1890. 
Gro. P. Rowgi. & Co., Newspaper Advertising Bureau, 10 Spruce St., New York: 

GENTLEMEN—A committee has been appointed by the business men of thiscity for the 

purpose of advertising the inducements offered by —— , Texas, and the tributary 
ountry as @ health resort, also as a good place for the investment of capital in manufact 
iring, ete. 

This committee will have funds suffictent to advertise liberally wherever they are satis- 
fied they will get good returns for the money expended. 

We would like some suggestions from your agency in regard to the best plan for this 
vulvertising and the probable cost of the same. 

I think that your agency can give me the kind of information which will start the com 
mittee right in this advertising work. 

A party called upon the committee a few days ago and offered to place their advertising 
mall ee they might select at 40 per cent off from their regular rates. I claim 
that he might do that and still it would cost more than if placed by your office 

t will be a favor if you will furnish me with a list of such papers as you think will give 
1¢ best results for a five and ten-line “ad.” for 100, 200, 500 and 1,000 dollars; this will give a 
start to the business, and the results no doubt would encourage a larger expenditure. 

Yours truly, 


th 





Secretary. 

This Committee must tell its story to the largest number of the right sort 
of people in the way best calculated to produce the effect it desires to have pro- 

iced and at the smallest cost. 

To accomplish this purpose the Committee require a well-worded adver- 
tisement, and must secure its appearance in the papers that are read by the 
largest number of the right classes of people. 

The printed matter prepared for use should be sent to us, and we should be 
vuthorized to prepare the advertisement or give advice and assistance to aid in 
preparing it. 

We will then tell what papers we would recommend and the price. 

For this service we will make a reasonable charge, and the Committee will 
be under no obligation to employ our service further, but may contract for the 
vertising by personal application to the publishers—by letter or otherwise 
or may award the order to the advertising agency that is so desirous of an op- 

rtunity to bid for the placing of the advertising. 

Or we will ourselves contract with the publishers for placing the advertise- 

nt, and will require the Committee to pay for the same no more than the 
e that is accepted from us by the publisher. Address 


GEO. P. ROWELL & CO., 
NEWSPAPER ADVERTISING BUREA|L 
10 Spruce St., N., Y. 


’ 


; — 
eg ee te 
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/ 


T he Town has been Boomed. — 











PRINTERS’ INK. 


To advertise in newspapers. Some pay better 
than others, and the best is what you are 
after. The following figures may interest 
you—at least, they will convince you that the 
BOSTON HERALD is the leading adver- 
tising medium in NEW ENCLAND, if not 
inthe COUNTRY: 
NASHUA, N. H., Jan. 10, 1891 

MANAGER Boston HERALD: 

We take pleasure in giving you the results 
of some test advertisements. 

Dec. 27, half page N.Y. Eve. Telegram brought 
141 calls for pamphlets in one week. 
Dec. 28, half page N.Y. Sunday World brought 
806 calls for pamphlets in one week. 
Dec. 28, half page Boston SundayGlobe brought 
642 calls for pamphlets in one week. 
Dec. 25, half page BOSTON HERALD 

brought 1853 calls for pamphlets in 
one week. 
541 letters from New York and West could 
not be traced. 
We trust you will not raise the rates, but if 
you do you won’t drive us out. 
Very truly yours, 
AERATED OXYGEN COMPOUND Co., 
C. 8. CoLiins, M. D., Manager. 
Out of 3442 replies received from the 
four papers—N. Y. World, N.Y. Telegram, 
The Boston Globe and Boston Herald— 
18S8 came from the Boston Herald. 


Are You Convinced? 





